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SPIRAL DASHER 
WASHER FOR ’51 


ing a NEW SALES-MAKER! 


the REVOLUTIONARY waist-hialv 
START-N-STOP CONTROL 


..- the handiest washer control 
ever invented! 


a FIRST FOR APEX! A powerful sales-closer, the new 

Start-’N-Stop Control adds all these advantages to the famous 

Apex Spiral Dasher Washers—(1) Locates “on” and “off” control sic 
at waist height—no stooping; (2) Turns washer “on” with gentle “@ 
pull on “choke-type” control; (3) Pushing control in turns unit 


i J ing i 5 J ; e of fou 9D sality 
off instantly; (4) No fumbling with soapy hands; (5) New safety on top-qualit 
t per - nd cl thes ° : > em extra-capacity wasners 
or Oo ator a 0 . . ~ ie  t nh 


This new feature is only one of the reasons why Apex Spiral 
Dasher Washers will continue to be the leader line in 51. No 


other washer offers more for the money! No washer line gives Still today’s most-wanted feature in 


wringer washers... 


you a better profit opportunity. ' s 
nal 4)); THE FAMOUS SPIRAL DASHER 


Get the details on all four new models—one in every price range. 
Write now for new specifications. And contact The only agitator that provides equal washing 
your distributor for help in planning your 1951 /> efficiency from the top to the bottom of the tub! 


advertising and promotion program on the > Thoroughly cleanses worst soiled clothes. Gently 
Spiral Dasher Washer line. ed flushes out soil from dainty garments with tub 
filled to exclusive low-water “Silk Line.” 


HOUR-SAVING APPLIANCES @. 


—_ 


THE APEX ELECTRICAL MANUFACTURING CO. « CLEVELAND 10, OHIO 





The Cover... 


The kitchen and laundry have long 
overshadowed other rooms in the home 
where appliances were concerned. But 
there is a lot of business to be done in 
blankets, heaters, clock-radios, sun- 
lamps, heat pads and other items that 
contribute to sleeping comfort. Even 
the automatic percolator rates tops in 
the bedroom when leisurely Sunday 
mornings roll around. 
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qth oe? HONOR. 


ge, <4, Westinghouse 


.. another 
SALES ADVANTAGE 
ag for Westinghouse Retailers 


27,000,000 families will pick up their favorite Sunday newspapers on 

February 11th—and come face to face with the Westinghouse announcement 

you see here. They'll see it in full color in This Week and Parade, Sunday 

magazine sections . . . in gravure sections of other metropolitan newspapers 

. and in black and white in many more. 

dramatic show. -- For Westinghouse retailers everywhere, this high honor conferred on 

TV’s top 5 Westinghouse Laundromat® and Clothes Dryer, sets in motion another exclu- 
\E February sive selling advantage. It’s an important sales-plus for retailers who hold the 
laundry equipment franchise. Once again, “You Can Be Sure . . . if it’s 
Westinghouse” proves a sales-plus for retailers who do business under 


| this famous name. 


REFRIGERATOR . DISHWASHER . CLEANER 


Monda 








ELECTRIC SHEET . ROASTER OVEN . WATER HEATER 
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Now! Permaglas 
costs no more 


than ordinary water heaters! 


You're out ahead when you sell Permaglas— 
Every prospect is in the Permaglas price bracket 
now—for A. O. Smith mass production savings are 
passed of. to you—making Permaglas the most 
profitable electric water heater on the market today. 


And talk about “clincher” selling features! Mil- 
lions know that the Permaglas glass-surfaced steel 
tank can’t rust because GLASS CAN’T RUST. Add to 
this, new exclusive Ceramitron construction— 
positive protection of glass-surfaced steel tanks 
against all corrosive waters. And for extra safety, 
all Permaglas models have high limit control at no 
added cost. Plus scores of features that can be force- 
fully demonstrated—easily sold. 








Powerful Permagilas national advertising will _ 

break soon in LIFE, SATURDAY EVENING POST, other 4 , 
leading magazines. It will help break sales records . 
for you. TIE IN! 


Models and sizes to fit 
every customer’s need! ( Of course it’s electric! 


wall THIS TODAY 


3 5 
A. O. Smith Corporation = 
Water Heoter Division, Dept. EM-251 ‘2 on 
Kankakee, Illinois ‘AO Sent 
Send me a copy of Don Herold’s new book on Ceramitron oan 
construction and information about the big Permagias sales r 7 oa io 
opportunity in 1951. 4? 


Name . AUTOMATIC WATER HEATERS 


Firm 








Boston 16 + Chicago 4 * Dallas 2 + Denver 2 + Detroit 21 + Houston 2 
Street. Les Angeles 12 + Midland 5, Texas + Milwaukee 2 * New York 17 + Philadelphia 3 + Phoenix 
- Pittsburgh 19 + Salt Lake City 1 * San Diego 1 + San Francisco 4 + Seattle 1 + Tulsa 3 
City Washington 6, D.C. + International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Lid. 
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~The National Aopliance-Radio-I¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


By TED WEBER 


HERE are undoubtedly plenty 
of headaches ahead in 1951, but 

as the first week of the New Year 
opened, appliance men in the East 
had only a pleasant hangover from 
a near-record Christmas season. 

More important, all indications 
were that the hangover would be a 
persistent one—for in the weeks af- 
ter Christmas, TV and appliance 
sales continued at a surprisingly 
brisk pace. From almost every 
major city in the East came predic- 
tions that business would be good 
for the entire first quarter of the 
New Year 

Indirectly, the post-Christmas 
buying and the optimism over the 
future could be traced to the na- 
tional emergency—but in the first 
week of January, at least, they were 
not the product of any rash of panic 
buying. From scattered areas came 
word that the President's state of 
emergency message had stimulated 
“a little” panic buying. (Much of 
this, however, evidently occurred 
before the speech when word got 
around that the President would an- 
nounce a ban on further TV pro- 
duction). Despite the absence of 
panic buying, most distributors were 
aware that the season’s-heavy buy- 
ing was due to the consumer’s de- 
termination to get merchandise 
“while it was still available”. One 
sales manager pointed out that his 
sales pattern was varying almost 
directly with the war news—if 
newspapers for several days con- 
tained no stories on military or 
preparedness crises, sales slipped. 
But subsequent news of any such 
crisis invariably stimulated buying 
once again. It was obvious that the 
distinction between buying of this 
sort and “scare” buying was a thin 
one—and one that would become 
even more uncertain as production 
limitations cut the supply of mer- 
chandise. 


Bright Quarter. The specter of 
shortages by late spring was one of 
the factors which augured well for 
the first quarter. Then too, it 
seemed obvious that the customer 
who wanted to buy during the first 
quarter would be in a pretty good 
position to do so. All indications 
pointed to a rise in spendable in- 
come as employment rose, some 
overtime began and scattered wage 
concessions were made. In addi- 
tion, another insurance pay-off for 
veterans in late March would put 
additional money in the customer’s 
pocket. 

Prospects for a booming first 
quarter appeared to be tarnished 
only by the availability of mer- 
chandise. Most cities reported that 
dealer inventories were low and that 
incoming orders were not heavy 
enough to let the dealer re-build his 
stock. From Buffalo came the com- 
plaint that manufacturers were ship- 
ping left hand door models and 
odd sizes. Ranges and automatic 
washers, particularly, were in short 
supply in that area. In Washing- 
ton, ranges, refrigerators, food 
waste disposers, electric blankets 
and automatic washers were tight. 
A New York distributor reported 
shortages of ranges, freezers, and 
washers. In Philadelphia a whole- 
saler complained that he had heavy 
back orders of ironers. Almost 
every appliance was in short supply 
in at least one market. 


Holiday Spurt. Christmas buying 
started slowly, due probably to the 
lack of really cold weather and to 
the November “recession” which hit 
the trade. But two weeks before 
Christmas, appliances began mov- 
ing. Television waited slightly 
longer—some merchants reporting 
slow business until several days be- 
fore the holidays. But once the 
buying began it was heavy. 

Hartford, for example, reported 
a “wonderful Christmas—the best 
ever”. In Boston, dealers enjoyed 
a 10 to 20 percent increase in dollar 
volume over a year ago. In New 
York the late buying on TV pre- 
vented the setting of any new rec- 
ords but appliance business was 
“very good”. Washington reported 
good business “considerably ahead 
of November”. In _ Philadelphia 
there were reservations, one dis- 
tributor calling Christmas only 
“fair” but another calling it “good 
when you consider how far back- 
ordered we were.” In Albany, busi- 
ness was very good, with one dis- 
tributor reporting that he had 
cleared out even “our hard to move 
merchandise”. This area had been 
loaded down with television during 
the late fall and business had fallen 
off. But TV sales moved upward 
two weeks before Christmas and 
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apparently had recovered from their 
earlier difficulties. 

Low saturation appliances were 
among the fastest moving items 
during the holiday season. Two 
Washington sources reported heavy 
demand for electric blankets, with 
one distributor worried lest he run 
out of stock. In the same city food 
waste disposers and the lower- 
priced dishwashers were moving 
well. In New York one depart- 
ment store was reported to have 
sold over 600 portable dishwashers 
in a six-week period. There was no 
catching up with demand for auto- 
matic washers and freezers. 


TV Picture. If the shortage of 
components had not already made 
the question of color television an 
academic one, RCA added the fin- 
ishing touch late in the year when 
it showed its “improved” compat- 
ible system. Some observers felt 
that the actual colors were not as 
good as in the CBS system, but the 
improved performance was so de- 
cisive that most trade circles felt 
that few manufacturers would now 
be willing to commit themselves to 
a non-compatible system. With this 
background, the ruling by a Chicago 
court dismissing RCA’s complaint 
against CBS appeared to have little 
real effect on the trade. 

As the year drew to a close a 
fourth West Coast TV maker in- 
vaded the eastern market. There 
was considerable advertising for 
several of the California brand 
names but eastern manufacturers 
appeared to be taking the “invasion” 
placidly enough. One pointed out 
that production cutbacks this year 
would reduce the number of sets 
California manufacturers could ship 
east. 

Although TV sales lagged during 
the late fall, service income shot 
sharply upward as the result of the 
Thanksgiving week-end’s hurricane. 
The storm may have far-reaching 
effects, as several town councils 
have begun debating ordinances to 
license installations. One Connecti- 
cut community, for example, quickly 
banned the use of chimneys as sup- 
ports for aerial masts. The storm 
also produced one of the choicest 
comments yet recorded on TV's 
hold on the American public. One 
Connecticut serviceman, answering 
a newsman’s question as to whether 
the storm might not discourage 
owners from re-building their 
aerials, replied: “Nope. They’re 
like those Japanese who live on the 
coast where tidal waves destroy 
their homes every few years. They 
always come back for more.” Two 
weeks after the storm, with most 
aerials back in place, it was obvious 
indeed that the customer had “come 
back for more”. 


Legal Tangles. The appliance- 
radio-T V trade spent a good deal of 
time in court last year and some 
of the litigation was being carried 
over into 1951. A New York court 
ruled against Macy’s in its Fair 
Trade controversy with G-E but the 
store announced plans to appeal the 
decision. Fair Trade lost one 
round in December when a New 
York court ruled that Columbia was 
not entitled to fair trade protection 
on its LP records since the firm had 
encouraged cut-price sales of its 78 
r.p.m. discs under the same trade- 
marked label. The judge also ruled 
that records do not meet Fair Trade 
requirements because they are 
unique performances by artists op- 
erating under exclusive service con- 
tracts. As a result, he said, records 
are not in free and open competi- 
tion. Columbia has appealed the 
decision. 


The Outlook. Despite the uncer- 
tainties ahead, the Hartford firm 
which staged a January sales meet- 
ing under the slogan “Optimism is 
the Key to 1951” had pretty well 
summed up eastern opinion as the 
New Year opened. No one doubted 
that things were going to get 
tougher but for the time being, at 
least, trade spokesmen were advis- 
ing dealers to “Enjoy Yourself, It’s 
Later Than You Think.” 


The Midwest 





By TOM F. BLACKBURN 
FARE SRE EEEMLEL LE T AR 


ITH Regulation W biting 

into dealer volume, there 
seems to be a scarcity of money in 
retailers’ pockets these days. One of 
the evidences is the increase of floor 
planning schemes. 

A Chicago finance house that re- 
ported only $19,000 in floor plan- 
ning six months ago has seen this 
rise to $350,000 recently. 

One of the things this finance 
house has observed is that recourse 

(Continued on next page) 
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Electrical Motor Repair Company 


Urges Consumers to Specify 
Klixon-Protected Appliances 


SCHENECTADY, N. Y.: The father-and-son team of Edward 


Gralow Senior and Junior, progressive operators of the Gray 


Electric Company, are emphatic on the value of Klixon motor 


protection. 


“We repair all makes and sizes of electric appliance motors. 
At least 909% of the unprotected motors that come to us are 
burned-out and need rewinding. On the other hand, a burned- 
out protected motor is a rarity in our shop. We believe that 
people can save many dollars in repair costs if they specify 


Klixon-Protected motors in the appliances they buy.” 


Klixon Protectors Prevent Motor 
Burnouts in Electrical Appliances 


The Klixon Protectors illustrated are built into the 

motor by the motor manufacturer. In such equipment 

as refrigerators, oil burners, washing ma- 

chines, etc., they keep motors working by 

preventing burnouts. If you would like 

_—y increased customer-preference, reduced 
service calls and minimized repairs and 

replacements, it will pay you well to 

request equipment that has Klixon-Pro- 


Automatic tected motors. 


eset 


SPENCER THERMOSTAT 


Division of Metals & Controls Corp 
2502 FOREST ST., ATTLEBORO, MASS. 
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seems to be ceasing to strike terror 
into the hearts of retailers In 15 
to 17 years a lot of folks have for- 
gotten what happens when a bunch 
of reverts come crashing in. A re- 
cent survey to 


discover whether 


dealers wanted paper that avoided 
recourse—and gave them less profit 
or if they would assume respon- 
sibility for reverts and take a larger 
ut, revealed that less than 20 per- 
cent wanted to sidestep recourse. 


re perfectly willing to 


Rising Prices Offset Risks. Pos- 
sibly one of the reasons is the iact 
that we are in a period of rising 
prices, when returned merchandise 
can usually be sold again for all that 
is invested in it. In the early 1930's 
reverts always meant a big loss to 
the dealer. 

It is intere to note that few 
midwestern cities are seeing the 

ammer and tongs promotions on 
appliances that take place in Chi- 
Windy City has ap- 
parently been overstocked with tele- 
vision 


cago The 


A Chicago dealer declares that 
luring the past year about 80 per- 
cent of the average firm’s attention 
has been devoted to television, to 
the neglect of white goods and 
cleaners This is what 
caused so much wailing in the mar- 


vacuum 


ket place when television ran into 
a little hard luck this fall 

There were a number of things 
that slowed TV down, he said: (1) 
Che natural early buying in antici- 
pation of the return of the excise 
tax This under-the-wire buying 
sucked a lot of steam out of Christ 
mas promotions \ Chicago firm 
that studies such things declares 
a 22 percent fall in buying can 


t 
at 


ve expected when there is any dead- 
line that promotes unnatural pur- 
chasing 2) The fuss about color. 
(3) The rise in prices. (4) Regula- 
tion W 


New Slants on Restrictions. A 

uuple of ideas of what the future 
iolds may be seen. Sears has ad- 
vertised television at “no parts war- 
ranty or excise tax to be added” 
and a Chicago department store 
has offered Crosley refrigerators on 
a “10 day free home trial.” An 
other offer is “$40 for your old radio, 
regardless of condition.” 

How many firms, after hauling a 
box out to a home, are going to 
haul it back after 10 days? It’s all 
within the scope of Regulation W, 
too. No money has passed, you 
will observe. In Houston, Texas, 
Grant's is pushing a layaway plan 
for TV sets. Of course the cus- 
omer is screened for credit stand- 
ing first. What's to prevent using 
the customer's home as a_ ware- 


house? 


A Man Who Knows the Score. 
The Middle West sighed with relief 
when Charles Electricity Wilson, 
former head man of General Elec- 
tric, took the big job in Washing- 
ton 

This writer made three trips to 
Canada during the last war to write 
on how they did things there in 
comparison with the U.S. Canadian 
criticism was that we 
ninnies in U 


always had 
S. regulation jobs, run 
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ning things they 
about 


knew nothing 
With an electrical expert at 
the head of Canadian regulating, 
there were always replacement units 
for ranges, warming pads were in 
abundance, and practical things like 
irons and washers were produced. 

Compare this with our own 
Washington official who recently 
played havoc with cobalt and alum- 
inum and who denied copper for 
industrial uses 

\ man like Wilson knows the 
score electrically, and as he takes 
command this is not so likely to 
happen again 


Promotions Past. One of the out- 
standing promotions of 1950 was the 
sendix-Kix breakfast cereal tie-in. 
Thousands of appliance _ stores 
blossomed out for the first time in 
history with giant displays of Kix. 
Likewise the giant supermarkets 
showed Bendix washers. Prizes 
were 600 Bendix washers. The Ad- 
miral sealed-in food promotion 
brought mayors, chiefs of police, 
and everybody to see the ribbon 
cut and all given a chance to rubber 
and observe how food had fared 
over a several weeks period. 


Promotions Present. In Calgary, 
Canada, they are finding that low 
priced used radios make good come- 
ons. Radiocrafts, Ltd., offers old 
radios at $4.95, record players at 
$8.95. 

Tulsa, Okla., is seeing the auc- 
tion gain in popularity with all types 
of appliances being offered by Vic- 
tory auctions. “Old Shep’s” at 14 
South Main brags that 80 percent 
of his appliances are sold without 
one dime being paid down. The 
store also offers guns, bicycles, 
furniture. Edward P. Cooper in 
Cincinnati seems to follow the 
fashion by advertising a lot of table 
television 

One of the disagreeable features 
of present conditions is that the 
yapping in Washington is being 
used as a leverage to jump prices. 
As this is written a dealer had to 
get down on his knees to buy radio 
speakers. There hasn’t been a 
chance for cobalt restrictions to 
appear in finished merchandise, but 
the news is used as a lever, just the 
same. 


Sears Roebuck Secrets. One of 
the hardest outfits to get any infor- 
mation out is Sears-Roebuck. How- 
ever, in a recent publication by the 
University of Chicago Press, written 
by Emmet and Jeuck, called “From 
Catalogs and Counters,” a number 
of Sears’ merchandising observa- 
tions come to light. Some 24 per- 
cent of the people entering a Sears 
store are brought in by the window 
display. The average Sears store 
finds it used to cost them 50¢ per 
hundred readers with newspapers 
whereas windows cost them 50¢ per 
thousand passersby. 

In 1939 44 percent of the adults 
entering a Sears store walked out 
without a purchase. In “B” stores, 
59 percent. One more sale per shop- 
per would have doubled Sears 
profits. If the clerks failed to close 
one-half the sales they made, it 
would drop the volume by 19 per- 
cent. 


(Continued on page 10) 
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/ Pre-Amplifier 


EVER MANUFACTURED 


NCHOR 
Bele) 


A YEAR AHEAD! 


ANCHOR employs a totally new 
method of construction of the RF 
Stages in maximum gain with best 
possible Signal to Noise Ratio. 
When the noise factor was meas- 
ured in DB it actually showed up 
better than the best TV tuner test. 
ed at the Hazeltine Laboratories. 


ORS ce List Price 

ANCHOR’S TWO-STAGE BOOSTERS NOW ROLLING OFF PRODUCTION LINE ~ 
Yes, the finest TWO-STAGE Pre-Amplifier is no longer a promise but a reality..and 
what a reality! When you receive your first order be sure to study the instruction book 
which accompanies each ANCHOR TWO-STAGE Model ARC-101-100. You Retail 


Dealers will soon enjoy a tremendous promotional campaign backing all ANCHOR 
BOOSTERS so be sure YOU know all the answers. We'll send you the customers. 


Your customers will thank you if 
you don’t make an antenna instal- 
lation that is too hazardous and 
costly when you can give them 
a more satisfactory installation at 
a profit to yourself with an 
ANCHOR BOOSTER. 


CONSISTENT 
TV_RECEPTION 


Field tests made by independent 
service engineers have proven the 
Anchor Booster can give consist- 
ent top-notch TV reception over 
100 miles. This is not a possibility 
but a FACT! This, of course, will 
extend TV sales to many untap- 
ped markets. 


ANCHOR RADIO CORP. 
UTH ST. LOUIS AVENUE HICAGO 2 N 
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Here It Is! The Brand New 


Deeptreeze Refrigerator You'll Sell 


| | The **Wonderful-To-Live-With”’ 


—— Deeptreeze 


Refrigerators 











-.- With amazing 


storage in the Door 


They’re brand new .. . they’re loaded with 
features women want—P. D. Q. All indica- 
tions point to another year of record-break- 
ing Deepfreeze sales. In 1950 Deepfreeze 
sold four times more of its famous name 
appliances than in the preceding year. And 
in 1951 the new Deepfreeze Refrigerators 
will boost sales volume even higher! Beauty 
in refreshing new design ...a wealth of 
new convenience . .. storage space for every- 
thing ... and dependable Deepfreeze per- 
formance—these are the features that make 





|| P-omote Mventresse Quick: 


This is the refrigerator consumers are buying! More 


than just shelves in a Door, it’s packed with marvelous 
eonvenience features! 





@ EGGSTOR—Handy egg storage, with visual inventory! Right up in front. 


Deepfreeze Refrigerators wonderful to live 
with, easy to sell! For more refrigerator sales 
in ’51—Go Buy The Name—Deepfreeze! 


@ BUTTER BOX — with Spread Control, keeps butter ready to spread. 
Holds one pound in attractive serving tray! © HANDY JUGS—Two one- 
qvart bottles for chilled juices or water. Ready to serve. Easy to use— 
at your fingertips. © HANDY BIN—for the convenient storage of small 
greens, fruit and vegetables. Removable for greater utility. © BOTTLESTOR 
—Easy to reach. Holds full quart beverage and milk bottles. 


IN °S1-GO BUY THE NAME-—- 


Deepireeze 


TRADEMARK REG U S PAT OFF 


Cs HOME FREEZERS (] nerricenarons te ELECTRIC RANGES ELECTRIC WATER HEATERS 
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These Superior J&EDIPEEZE Features Mean 


Better Living For Consumers, More Sales for You! 


* 
Deeptreeze :: 


Practical on the Inside, 
Beautiful on the Outside! 





The jewel-like name plate, the bright chrome 
finished latch, the embossed swirl and flow- 
ing lines highlight the beautiful classic 
design. Deepfreeze is a gem in the kitchen 
—a masterpiece of refrigeration engineering. 


IN °S1-GO BUY THE NAME 


Deepireeze 


TRADE.MARK REG U 5 PAT OFF 





Deepfreeze , Deepfreeze F : A al Deepfreeze 
FREEZER COMPARTMENT = - FROZEN STORAGE DRAWER | ADJUSTABLE SHELVES 
Only Deepfreeze has the genu- ie —g Insulated full-width drawer be- a Chie Conveniently provide maxi- 
ine Deepfreeze Freezer Com- low Freezer Compartment pro- Bes mum storage for bulky as well 
partment that keeps ice cream vides extra storage for pack- F as small items. Space for tall 
hard. Separate freezer shelf a aged frozen foods and quick- qvart, half gallon and gallon 
holds 56 ice cubes in three ‘ chilling salads, desserts, etc. bottles. Anodized aluminum 
handy trays! shelves with gold trim are easy 
FROZEN STORAGE ohunouel 
CAPACITY MORE THAN 
50 POUNDS 





Deepfreeze = Deepfreeze Deepfreeze 
HIGH HUMIDITY / ASSL 10-POINT " ¥ OPERATING WARRANTY 
CRISPERS i - — COLD CONTROL p= So anaemia Five-year protection plan offers 
| Hold over one-half bushel of _ = Eliminates guesswork, permits —————————— ff one-year warranty on refriger- 
fruit and vegetables! Le | easy selection of desired tem- == ater, additional four years on 
B ‘ . perature! sealed-in mechanism! 





lesteeiotentoesteestetestentestentesteneientententeronten 


ee Or Send Coupon for ALL the Facts! 
Deepfreeze Appliance Division 
Motor Products Corporation, North Chicago, Illinois 


Gentlemen: I’m interested in the greatest appliance franchise for 
*51! Please give me the complete story—P.D.Q. 


See Your Distributor—P. D. @. 


For Details About the Greatest 
Appliance Franchise in °51! 





appliance profits in °51! Have your Deepfreeze distributor 
explain it in detail... find out what Deepfreeze will do this 
year to help you sell. You can share in the Deepfreeze 
profits from the very start. 


heel. 





l 
4 
a 
2 
i 
Your Deepfreeze franchise gives you a head start for greater 
I 
i 
j 


©1951 Deepfreeze Apphance Division, Motor Products Corporation, North Chicago, Illinois 
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“Customers ask the 
darndest questions!” 





And sometimes they don’t ask any. But either way, it will 
help sales if you can tell the good points of your merchan- 
dise. One of the most important is the material used in a 
product. Take stainless steel, for instance. How does your 
stainless I. Q. stack up? 


Q Just what is stainless steel? 


A An alloy steel containing 11% or more of chromium. 
Other elements, such as nickel, may be added to give 
stainless special properties to make it right for specific 
products 


QO lre there many different grades of stainless? 


Armco Steel Corporation makes more than 40 grades of 
stainless steel. They are especially developed for great 
strength at high temperatures, to resist heat and cor- 
rosion, to be extra durable and so on 


Are products made of stainless steel more expensive? 


Not always. And even when the first cost is higher, 
they're a better buy in the long run. For Armco Stain- 
less is a lifetime investment—solid rustless metal all the 
way through with no plating to wear off. 


ls Armco Stainless easy to clean? 


Very. And it stays that way. Under normal conditions, 
soap and water do the trick. And sterilizing and cleans- 
ing agents properly used don’t affect this attractive, 
gleaming metal. 


Does stainless stand up under hard usage? 


A Stainless is exceptionally durable. In normal use, it does 

4 . 2 

not spot or discolor. And it is unaffected by fruit acids, 
hot pans—or any household cleansers 


There’s your sales story. Simple? And effective, too. Use 
it to show your customers that Armco Stainless can’t be 
beat for burner bowls, broiler pans and grids, kick plates 
on ranges, refrigerator parts, hollow ware and flatware. 
Armco Steel Corporation, Middletown, Ohio. Export: The 
Armco International Corporation. 


ARMCO STEEL CORPORATION .aMcd 


\V/, 


Special-Purpose Steels to Help Manufacturers Make Better Products for You 
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In 1939, 32.61 percent of the total 
sales were on credit. Breakdown of 
who buys on credit at Sears is as 

52.2 percent were industrial 
workers; 6.3, retail people; 14.4, gov- 
ernment workers; 1.3 Sears person- 
nel; 8.3 farmers; 8.4 contractors; 
0.1 others 

Of these 90.2 were married, and 
34.1 were 31 to 40 years old. Some 
46.2 owned their own homes and 
48.8 rented. Five percent boarded 
Some 45.87 have bank accounts and 
47.3 have telephones. Sears in 1925 
for each dollar of working capital 
did $3.57 worth of business; in 1947 
for each dollar $15.99 worth of busi- 
ness. 

In 1925 Sears did 95.5 percent of 
their business by mail order, and 
4.5 percent retail. This had changed 
by 1941 to a place where they did 
68.4 percent retail and only 31.6 from 
the catalog. One of the early credit 
reports shows that 11.3 percent of 
the goods were returned and one 
percent of the sales were uncollect- 
ible. On the other hand, on cream 
separators, only 6.7 percent were re- 
turned and 5.2 percent were uncol- 
lectible, except when Sears sold on a 
monthly payment basis when the un- 
collectible amount fell to 0.8 percent. 
At the time of World War I, 15.2 
percent of the washers sold were re- 
turned, and 4 percent of the bills 
were uncollectible; some 15.3 per- 
cent of the cleaners came back but 
only 2.4 percent of the bills were 
uncollectible. On the other hand, 
only 8.9 percent of the sewing ma- 
chines were returned, but the un- 
collectible amount was much larger 

-5.2 percent. 


The South 


follows 





By AMASA B. WINDHAM 





AS usual, at this time of the year, 
A the appliance business down 
south is still feeling the effects of 
the post-holiday letdown. But 
bolstered by the prospect of short- 
ages, possible new governmental 
curbs, heavy allocations and a gen- 
erally uncertain future, the sale of 
electrical equipment was by no 
means in a tailspin. Reports from 
Dallas, Louisville, Memphis, Bir- 
mingham, Atlanta and Richmond 
indicated that dealers were busy and 
off to a good start for the new year. 
[he Carolinas and Florida were 
even selling at a slightly better pace 
than last year’s post-holiday busi- 
ness. 

As for the holiday trade, it ex- 
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ceeded expectations and southern 
dealers never saw anything like it. 

“We really went to town during 
the Christmas holidays,” a dealer 
in Charlotte declared. “People 
bought major appliances like they’d 
been saving up all year for them. 
And electric housewares moved bet- 
ter than we've ever seen them. 
Many buyers told us they felt like 
this might be the last big Christmas 
for a long time and they splurged 
on it.” 

The advanced prices of some ap- 
pliances had little effect on buying 
and not much grumbling was heard, 
possibly because of the similar ad- 
vance in almost everything else 
from food to clothing. 


A Backward Glance. A backward 
glance at last year’s developments 
might be timely, since enough re- 
ports have come in by this time to 
sketch in the picture. 

The outstanding event in south- 
ern appliance circles during 1950 
was the firm establishment of tele- 
vision. With 16 stations operating 
in it, practically all of the sub- 
Mason & Dixon territory is now 
well covered and video-conscious. 
The demand for sets remained at 
high peaks throughout the year and 
dealers did a whale af a business. A 
forecast for this year in the tele- 
vision field is still impossible. 

The comeback of radio was 
equally interesting. From a sickly 
slump in 1949, radio sales suddenly 
began to spurt in 1950 and wound 
up as a healthy champion. The 
boom extended to all makes and 
models from portables to fancy con- 
soles. Most dealers now feel that 
radio will not be replaced by tele- 
vision and that sales should remain 
steady throughout 1951 unless dras- 
tic curbs are clamped on, which is 
at least a prospect. 

Not much more cen be added 
about other appliances. Month after 
month, this survey has reported the 
continuing climb in sales of almost 
everything in the appliance line, 
and 1950 indeed was the peak year 
of all in sales. 

As 1951 gets underway, the key 
word is uncertainty. Forced cut- 
back in production already is mak- 
ing itself felt. Allocations have 
been tightened again and inventories 
are short, with refrigerators heading 
up the waiting list. Electric ranges 
and automatic washers probably 
will be next in line. Water heaters 
are still in good supply and selling 
well throughout the mid-South, 
where several good name brands are 
manufactured, but just how long the 
steady production will last is a ques- 
tion which not even the makers 
could answer. Not much informa- 
tion is available on home freezers, 
both wholesalers and dealers pre- 
ferring to hedge on predictions for 
the outlook. At this writing they 
are in short supply in the larger 
cities, but dealers in the smaller 
cities of the South seem to be fairly 
well stocked. 


New Curbs Threaten. The order 
curbing bank loans which the Fed- 
eral Reserve Board put out in the 
waning days of December, may hit 
southern dealers fairly hard since it 
directly affects loans for buying 

(Continued on page 12) 
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Washers may look alike at first glance. But look again. 
Laundry Queen gives you features no other 
washer can give you, at any price! 


Laundry Queen dealers who really know their product 
will tell you, too, that they can OUTSELL any 
other washer on the market in side by side, point 

by point comparison. Below are a few of the reasons why. 


(ONLY LAUNDRY QUEEN HAS THESE!): 


1 WORLD'S MOST FLEXIBLE WASHER. 
Actually, TWO washers in ONE. With Duo-Disc 
down, in normal position, gets ordinary wash 
super-clean. With Duo-Disc ap, inverted, gets even 
heaviest items—blankets, draperies, etc.—super- 
clean with super-gentleness because the heavy items 
do not sink onto and rub against the vanes. 





2 DURABILITY YOU CAN PROVE. Con- 
sider Laundry Queen's order-clinching guarantee 
policy, unmatched in this or any other industry. 
It is made possible only by such definitely, demon- 
strably better features as synchro-mesh, super- 
finish, precision gears; exclusive, exterior adjust- 
ment ball bearings; factory-sealed transmission in 
permanent lubricant; frame, skirt and transmis- 
sion support assembly electrically uni-welded into 
one piece; heat-retaining tubs of gleaming white 
porcelain on extra heavy gauge steel. 











3 MORE FOR THE MONEY. More sales 
—less servicing. Laundry Queen’s operating and 
maintenance costs are lower. Look at the beauti- 
ful full-length skirt styling ... convenience-located 
controls. More profits you can keep! 


no 


AUTOMATIC WASHER COMPANY 
NEWTON, IOWA 








What other washers dare 
match these Guarantees? 


Laundry Queen carries a generous work- 
manship and materials guarantee, of 
course. But, IN ADDITION: 

The Laundry Queen transmission, heart 
of any washer, is separately and specifi- 
cally guvoranteed. Laundry Queen 
dealers are PAID to return any inopera- 
tive transmission to the factory for FREE 
replacement. And Laundry Queen pays 
transportation BOTH ways! 

Furthermore, owners may return 
Laundry Queen within 10 years of pur- 
chase, by prepaid freight and have it 
re-built like new throughout for only $25 
plus transportation. An absolutely un- 
equalled worranty! 


A FEW FRANCHISES STILL AVAILABLE ® 
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2 New EMPIRE \ 
Automatic 


PERCO-DRIPS 


Everything the housewife wants in a percolator! 


Ss BL 


e 
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— 5 and 8 Cup. 


Fully automatic — just plug in and forget it! 
Simple to use as ordinary percolator. Dual ele- 
ments start automatically; perking begins with- 
in one minute. Keeps coffee serving hot for 
hours! Modishly smart design. Highly polished 
aluminum, with black plastic handle. Two sizes 


No. 1921—5 Cup— $7.50 
No. 1922—8 Cup— $8.50 
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EMPIRE “Aristocrat” Electric Toaster 


For golden brown toast—"just the way you want 
it"! Smartly modern—lustrous chrome finish—flat 
top for keeping toast warm. Toast turns automat- 
ically by flipping doors. Extra large element. 
Listed Underwriters’ Laboratories. 


No. 769—To Retail at $4.50 


dew EMPIRE Sandwich Toaster & Waffler 


Combines beauty of design with utility. 
foasts 2 large or 3 small sandwiches— 
fries bacon, eggs. griddle cakes—grills 
steaks and chops at the table. Remov- 
able and interchaneable waffle grids. 

Chrome finished 

— cool handles. 


Retails at $12.95 


Ideal for sportsmen. mot- 
torists, vacationists. 2 


lights—extra brilliant side light and top flood light. 
Exclusive pivot base spots beam up or down. Twin 
switches for lighting one or both bulbs at same time. 


Bail and side handle. 


Little Lady 


AND EMPIRE TOYS 


No. 870—$4.50 Retail 


THE METAL WARE CORPORATION 


NEW YORK 
200 Sth Avenve 


TWO RIVERS 
WISCONSIN 


ia @-icie) 
Room 1411A Merchandise Mert 
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electrical appliances, a _ practice 
which has been widely prevalent in 
this section. Just how hard the 
action will hit cannot be estimated 
right now, but dealers were afraid 
the blow could be heavy. Even 
more curbs are coming, they feel, 
and they might as well get ready 
for them. 

The trend toward a repetition of 
the halcyon days of 1944 grows 
more evident every day. When the 
3lst Division of the National Guard 
was called up to report in January, 
at least three dealers in Alabama 
and Mississippi, to this reporter's 
knowledge, prepared to close up 
their appliance shops and re-don 
khaki. They simply had nobody to 
leave in charge of the shops. Deal- 
ers lost many a promising young 
clerk or salesman, and lack of man 
power again may become a serious 
threat. 

Most dealers were doing a lot of 
head scratching over how to stay in 
business if worst comes to worst 
again. They were eyeing all kinds 
of sidelines, studying the possibility 
of increasing and enlarging service 
and repair departments, and consid 
ering other methods of getting 
along in a world of scarcities. 

“And,” as a small dealer in East 
Point, Ga., told this writer, “it ain't 
gonna be no marshmallow world!” 


The Far West 


By CLOTILDE G. TAYLOR 
OS RIT BEE 


HE Pacific Coast varies be- 

tween satisfaction at the sell- 
ing picture of the moment and 
apprehension as to what the year 
may bring. The past year was 
not expected to be as good as 1949, 
but was helped by various buying 
“scares” and in spite of occasional 
valleys, on the whole topped previ- 
ous records. 


Local vs. National Factors. The 
local factors determining the situa- 
tion are for the most part good. 
Population is growing, savings are 
high, unemployment is low, average 
income for the West Coast is con 
siderably above national, people 
have demonstrated that they can be 
sold. But the effect of the inter- 
national situation and the defense 
program are hard to predict. Un- 
doubtedly there will be cutbacks 
in appliance production, undoubt- 
edly there will be substitutions. An 
increase in credit restrictions is 
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definitely in the picture—probably 
extending the restrictions to new 
items and possibly lowering the 
level at which regulation begins 
Manufacturers’ reports as relayed 
through western distributors vary 
greatly. Some have already cut 
down on deliveries and make few 
promises for the future. Others 
promise full deliveries for at least 
three months and then expect to be 
able to maintain a volume of 60 to 
70 percent of 1950. Some predict 
eight to nine months of grace before 
cuts are felt. One San Francisco 
dealer optimistically hopes for few 
cutbacks in the television and radio 
supply because of the extent of the 
industry. He feels that they can 
take radar production and any 
other defense demands in their 
stride. What effect shortage of 
critical materials such as cobalt may 
have cannot be foretold 

Following the scare buying of 
September, October and November 
dropped to low levels in some 
areas. Los Angeles television sales 
dropped as much as 30 percent, with 
major appliances also way down. 
San Francisco, on the other hand, 
although lower in November than 
in the period immediately preced 
ing, was still doing a banner busi 
ness. Christmas volume seems to 
have been good everywhere. How 
much the President’s emergency 
proclamation had to do with the 
increase in major appliance buying 
in difficult to say. Only a few 
areas report anything like the im 
pulsive buying of the earlier Korean 
war scare period. For the most part 
purchases merely showed a steady 
and consistent increase 


San Francisco Hopeful. Northern 
California starts the year with a 
record of excellent Christmas sales 
and with inventories higher than 
normal. One distributor reports that 
he is short on washers and ranges, 
but has a fairly good supply of re- 
frigerators. Television stocks in this 
area benefited from the October- 
November slump elsewhere which 
released stock normally earmarked 
for other regions. This firm expects 
sales for the first quarter of the year 
to be high and after that hopes for 
at least 60 percent deliveries on such 
items as automatic washers. Ship- 
ping facilities have not been a prob- 
lem. One advantage which the San 
Francisco television area has is that 
initial sales were heaviest in the low 
income groups, so that the market 
of better homes, least affected by 
credit restrictions, remains almost 
untouched. 


Discounts Still Problem. Depart- 
ment stores and large music outlets 
report high Christmas sales. One 
says there was a far higher demand 
for radio and phonograph combina- 
tions than was expected. One inde- 
pendent dealer reports an unusually 
large demand for white goods, with 
TV next in sales volume. Sale of 
small appliances was only fair, a 
fact which he attributes to activity 
on the part of the discount houses 
There has been a considerable in- 
flux of such firms which have 
abandoned Los Angeles to try their 
hand at the relatively untouched 
northern California area, he says. 

(Continued on page 14) 
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HERES THE ANSWER 70 
CASEMENT WINDOWS 


THE NEW NA-1216 
CASEMENT WINDOW FAN 


adaptable for many purposes 


You have never seen a Fan with ALL these 
outstanding features . . . and each feature 
means an added selling advantage! 


¢ Simply HANG it in Casement Windows 
for day or night cooling (all brackets are 
included) ¢ A Portable Fan (with handle 
and feet) for ANY room in home or office 
e¢ A Kitchen Fan, it removes smoke and 
odors * A Circulating Fan, for cooking, 
ironing, entertaining ® It is a light weight, 
highly efficient beauty . . , and there is a 
























































definite growing market awaiting you for 
this versatile Fan. 


The LAU NA-1216 moves 1200 cu. ft. of 
air per minute at high speed, 1550 rpm. 
Handsomely finished in harmonizing 
2-tone baked enamel. Has 3 speed control, 
16” square, 51/4,” deep, weighs just 14 lbs, 
115 volt, 60 cycle AC motor and 8 ft. 
white rubber plug-in cord. Finger-proof 
guards, front and rear. 


It’s an INTAKE or an EXHAUST fan. 
Can be used in units of two (easily fas- 
tened together) for circulating or cooling 
several rooms. While designed primarily 
for casement windows it may be easily 
used in sash-type windows, (Ask for full 
details.) 
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THE BLOWER COMPANY « DAYTON 7, OHIO 


See Your Jobber or Write Dept.M Today for Full Information 
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J 
FAMILY CIRCLE AMERICAN HOME : a ‘ 
Multiple sales discounts are also be- were of the opinion that prices were 
WOMAN'S DAY MODERN ROMANCES coming a problem in this area, he higher now than a year ago. 


HOUSEHOLD HOLLAND’S reports, larger contractors being 
able to obtain discounts greater San Diego Plans April Show. San 
PARENTS’ SUNSET than those allowed dealers, even on Diego reports considerable scare 
RISTIAN ENC ONITOR such items as washing machines. buying as a result of the emergency 
CH scl EM Dealer inventories are high in this proclamation. Dealer inventories 
" area, most firms having bought are at a new high, especially tele- 
plus 21 State Farm Papers blanketing the rural ariel, a tA, where they could get it, in anticipa- vision, but could melt rapidly under 
oo tion of cutbacks and later substitu- a continuing demand. The local 
tions. There seem to be few “cats Sureau is advising dealers to pre- 
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and dogs” in the collection, how- 
ever, partly because dealers have 
had experience in the postwar 
period with the difficulties involved 
and partly because there are fewer 
substandard items on the market at 
this time. 

The Pacific Coast Electrical Assn. 
committee on television has issued a 
warning to dealers against slipshod 
selling and poor antenna installa- 
tions during this period of boom 
buying on the part of the public. 
Customers who do not understand 
how to get satisfaction from their 
sets and antennas that blow down 
in the first winter storm result in 
cumulative complaints, not to men- 
tion restrictive ordinances on an- 
tenna erection passed by city coun- 
cils which may greatly increase the 
cost of installation. 


Los Angeles TV Surveys. Los 
Angeles recently conducted a sur- 
vey to determine public reaction to 
the advertising accompanying the 
telecasting of football games. It 
was found that 85 percent of the 
owners liked the set-up, while 4.3 
percent disliked it. The others ex- 
pressed no opinion. The attend- 
ance guaranty on professional foot- 
ball contests will result in payment 
of the maximum fee of $150,000, but 
the manufacturer feels results fully 
justified the expenditure. It is still 
too early to say whether or not the 
arrangement will be repeated 

Although television and large ap- 
pliance sales dropped sharply during 
October and November, sales for 
the year were high. More than a 
half million television sets were 
sold in the 12-month period in this 
area and Los Angeles is now look- 
ing forward to the sale of its 
1,000,000th set A recent survey of 
500 non-owners showed that 31 per- 
cent of them looked forward to buy- 
ing a set because of the good pro 
grams available, 25 percent were 
interested because television was 
good for. shut-ins 24 percent 
thought it kept the family together 
and 24 percent felt it was good for 
children. Only seven percent in- 
tended to buy something else first 
and of these, half intended to pur- 
chase a car. About 75 percent 


pare for diversifying their stocks 
and for emphasizing service, al- 
though a recent visit to Eastern 
factories convinced Clark Chamber- 
lain that cutbacks would not be felt 
for several months and then would 
be only partial. The Bureau is pre- 
pared to render service by analyz- 
ing and interpreting regulations for 
dealers as they come out and to 
serve as a clearing house for intra- 
industry help. Active preparations 
are going ahead for the freezer 
and food industry show to be held 
in April. 

October and November sales in 
the eastern Washington area were 
lower than September, but Novem- 
ber was still three percent above 
1949, with washers even excep- 
tionally high. The IEEDA suggests 
that the figures indicate merely a 
return to a conventional seasonal 
pattern. 


Other Districts Enjoy. Good 
Christmas. Denver reports Christmas 
buying about the same or better 
than last year. There was some- 
thing of a run on console models in 
radio and a consequent shortage of 
supply. Seattle says Christmas 
buying was phenomenal, with ap- 
pliances high on the shopping list. 
Unexpectedly, large appliances were 
much in demand, suggesting that 
anticipation of shortages may have 
been a motive. El Paso and the 
Mesilla Valley region of New Mex- 
ico report 1950 sales far above 
1949. The first 11 months of the 
year showed increases of from 50 
to 90 percent on all major items ex- 
cept dishwashers. Vancouver, B. C. 
reports October slightly under Sep- 
tember, but still markedly above 
1949 figures. Dollar volume on all 
items was 52 percent up. Ironers, 
radios and electric bedcovering were 
the only items not to share the in- 
crease Portland, Ore., says the 
portable lamp situation has eased 
off, as manufacturers of portable 
lamps have decided to obtain U.L. 
label service. E.T.L. has promised 
to supervise its standards more 
closely, with field inspection. In- 
spectors agree to accept U.L. and 
E.T.L. labels and dealers’ will 


handle only approved merchandise. 





Who Says You Can’t Sell Builders? 


* George Baack does it, to the tune 


of an extra $150,000 a year, and 
he’s just a middle-size appliance 
dealer in California with the same 
problems that face most other 
retailers. He didn’t make any un- 
usual investments and he doesn’t 


even always give discounts—but 
he has the know-how and the tech- 
nique which you'll find described 
in three pages of text and photo- 
graphs in the March issue of 
ELECTRICAL 
MERCHANDISING 


Look for: The Dealer CAN Handle Multiple Sales 
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TEAM-O-MATIC 
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HE PROOF THAT IS WHY MORE WOMEN (2,000,000) 


-0-MATIC FOR MORE YEARS HAVE PREFERRED 
DRY IRON, — STEAM-O-MATIC TO ANY OTHER STEAM IRON! 








It’s Performance that Counts—for over 12 years more than 
2,000,000 women have discovered how steam ironing with 
Steam-O-Matic does in 2 strokes what takes an ordinary iron 
7! Now Rival Steam-O-Matic is showing that proof to 19,000,- 
000 more women in the greatest, most daring advertising and 
promotion campaign in Steam-O-Matic history! Actual 
photos show how 2 strokes do the work of 7—how wrinkles 
disappear with one-third the effort. And telling them how 
this amazing Steam-O-Matic performance irons in all heat 
ranges, not only the low ones—lets them steam-iron shirts, 
cottons and household linens without dampening—as well as 
wool, nylon, rayon, silk, velvet corduroy and Celanese! 





YOU CAN SEE THE DIFFERENCE YOURSELF 


You owe it to your customers and yourself to check the features of 
the steam irons you sell! And when you check them all, feature for 
feature, you'll know that Steam-O-Matic is the only steam-and-dry 
iron you can honestly recommend. 


Rival Steam-O-Matic's patented tilt-top filling takes only 10 seconds «= just 
fill the self-measuring built-in funnel with ordinary tap water—Steam-O- 
Matic’s stainless steel will not corrode e= No caps or screws to remove—no 
spilling or sputtering es Look at Steam-O-Matic’s single steam-and-heat 
control for all heat ranges—penetrating steam available right up to the 
top temperatures «- Cast-in tubular element insures steam penetration of 
the heaviest fabrics and an evenly heated sole-plate =*« Look how Steam-O- 
Matic steams on its heel—and in any desired position, for renewing velours, 
velvets, felts «*« Check the light weight and perfect balance, the comfort- 
designed handle with left and right thumb-rests, and full 7-foot cord «« And 
STRIKE WHILE THE IRON 1S HOT! Steam-O-Matic is fully guaranteed! 

Ask your Steam-O-Matic Distributor sales- LET YOUR CUSTOMERS CHECK STEAM-O-MATIC’S PROOF THEMSELVES 
man for details about our wonderful specially 
priced Demonstrator Steam-O-Matic iron and 
FREE complete ‘2 strokes” Sales Promotion 
Kit. They'll bring new customers, more sales, 


Mase seatint CASH IN ON THE GREAT PROMOTION! 


—— eS 





* Subject to change without notice 


RIVAL MANUFACTURING CO., Kansas City, Missouri, 


ee cee ee oe ee a a ee a ee 2 a 2 ee a | Montreal 
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Cadillac 


MAKES A HIT 


WITH THE MRS.! 


Show a homemaker how a dirt- -hungry | ‘ 


cleaning tasks, and you chalk up a sale that 
gives you a healthy profit. What’s more, you 
pocket a valuable chunk of good will. That’s 
because Cadillac invariably makes a hit with the 
woman who uses it. She appreciates Cadillac’s 
fast, thorough cleaning... tells her friends 


about it—and more sales come your way. 


Since 1911, sold only 
by reliable dealers 
and distributors. 


so 


mes 
Z a Be 
2 ae # 


advertising, too, scores a hit 


Ask 


Cadillac national right in your 


local trading area your distributor to show you the 
facts and figures. which prove virtually every homemaker 
in your community is exposed to Cadillac advertising, every 


month, via America’s leading magazines 


CADILLAC 


Rowoluing © wth oe AMERS 
yvAcuud 


Write 


formation about 


for complete in- 
the 
thoroughly sold 


Cadillac 


pre- 


line 


CLEMENTS MFG. CO.~ 


Dept. A + 6666 S. Narragansett Ave. + Chicago 338, Ill. 


| preparation in 


ECONOMIC CURRENTS 


Economic Aspects of the Defense Program 


(By McGraw-Hill Dept. of Economics) 


| HE business outlook for 1951 
presents the possibility that by the 


end of the year most of the pro- 


| duction of metal wares for consumers 


Cadillac puts an end to back- -becaking| 


(autos, appliances, etc.), will have 
been pushed aside to make way for war 
production. 

This is the principal finding of this 
report which is designed to 

Throw some light on the volume 

and tempo of defense spending, and 

2. Indicate something of the degree 
to which this spending is likely to be 
concentrated in the metalworking field. 

As we observed in our last monthly 
report (just before the Chinese 
smashed our armies in Korea) war 
Washington at that 
time had lapsed into a _ relatively 
leisurely tempo. Earlier estimates that 


| we would be spending $30-35 billion 


for defense by mid-1951 had been re- 
vised downward to $20-22 billion, with 
the whole program geared down ac- 
cordingly. 

Now the defense program has been 
sharply stepped again, both in volume 
and tempo. Congress has been asked 
to, and will, provide $18 billion more 
to be added to $31.5 billion of defense 
And 
letting has 


appropriations already approved. 
the business of contract 
been speeded up. 

By mid-1951 defense expenditures 
will probably move up into the range 
of $25-30 billion. About the only way 
they could go much faster would be 
for the military to start stockpiling 
food and clothing in anticipation of in- 
creased personnel. In its initial phases 
there are pretty tight physical limits 
on expanding production of military 
“hardware.” 

But by the end of 1951 the present 
prospect is that defense expenditures 
will be speeded up to a rate of $50-60 
billion. That’s about the same rate of 
build-up we had in World War II—a 
doubling of defense expenditures about 


every six months, 


Whether we'll continue a rapid ex- 
pansion of defense expenditures into 
1952 depends on whether 1951 sees us 
clearly in World War III or irrevoc- 
ably headed that way. We'll reserve 
discussion of that for another letter. 
We hope, and believe World War III 
won’t overtake us in the meantime— 
even if we don’t accept the 50 to 1 
odds against. war by September, 1951, 
attributed to Lloyds of London. (We 
don’t think Lloyds accepted them 
either. What they were betting 
against, as we understand it, was the 
possibility of hostilities interfering 
with the opening of a convention of 
stamp collectors in Canada.) 


INDUSTRY BEARS THE BRUNT 


Viewed as a percentage of our total 
national production the share going to 
defense will remain relatively small. 
At the end of 1951, when we’re now 
scheduled to be spending $50-60 bil- 
lion for defense, we will still be de- 
voting only 15 to 20 percent of our 
total national production to that pur- 
pose. 

3ut the impact of the defense pro- 
gram on different parts of the econ- 
omy will differ greatly. On what 
amounts to about half of our total 
economic activity—that devoted to 
finance, trade, services, agriculture 
and transportation—the defense pro- 
gram has important but largely indi- 
rect effects. 

On the industrial sector the defense 
program has direct effects—and effects 
far more pronounced than those on the 
economy as a whole. And within this 
industrial sector its demands for 
munitions, and so-called military hard- 
ware generally, hit with peculiarly 
heavy force the broad field of metal- 
working. This is made apparent by 
these necessarily rough estimates of 
the amounts of defense spending which 

(Continued on page 20) 














“LISTEN, TIMES ARE COMING BACK WHEN | 
DON’T HAFTA TAKE THAT KINDA TALK, 
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= x( Designed for 
Glass Area 
- Myrdal Installation 


Here is your profitable answer to the increasing 
demand for an all-purpose Utility Ventilator. Pri- 
marily designed to remove excess moisture caused 
by automatic laundry equipment from basement 
or utility room it is truly the ventilator of 101 uses. 
ts beautiful, compact, weatherproof, ultra-thin 
design and “one-unit” installation in the glass 
area of any type window, especially steel and 
aluminum casement windows, make it ideal for 
KITCHEN, BATHROOM, BEDROOM, RECREATION 
ROOM or OFFICE installation. Because of its un- 


paralleled versatility, the VENTROLA “80" has 
unlimited sales appeal. 


ls and prices 
You will profit from the nape eagn* nog) "ventilators 
ENTIRE line of VENTROLA products. on the VENTR 
Standard bearers for 1951 for beauty, an 
design and performance, they will fit 
right into your electrical sales line. squeees 


Their sales appeal will bring you NEW cry 
PROFITS! 


HERE ARE THE OTHER MEMBERS OF OUR DISTINGUISHED LINE OF VENTILATORS 


MODEL 30-C MODEL 50 MODEL 61 


Se °C ERORMNTCl Jk 


MODEL 40 


» 


ha 


™ 


N/ = = 


NATIONAL APPLIANCE CO. ° 
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More than 25 variations from 3 basic units...a 
model to fit every purse and every kitchen! 
“Convenience-Level” oven at the height you se- 
lect banishes stooping and bending forever! 


“Divided” and Built-in arrangements provide 
modern cooking convenience to fit your kitchen! 


Most publicized . ... most talked-about = | eel 


Electric Range in America! | O36 ; 
— eee 


: 
-—_ 








_— w 

soar ee 
mee — . 
’ —— 


————— 








New eye appeal and irresistible beauty! 
Famous Thermo-Chef auxiliary range—top oven! 


Extra-large Tru-Bake Oven with “Push-Button” 
Pre-Heat that’s as much as 40% faster! 


Extra fast 7-heat Monotube Thrift Units! 





America’s Fastest, most Efficient Electric Range! 


— 
wo 
4 
4 
eres 
| 


od 


Magnesium Rod to retard rust. No “red” water! 


immersion Unit applies all the heat 
to the water for faster heating! : 4 





i tee 

he ys 

She tek 
t.. alot 








The World’s Safest Electric Water Heater! 
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LANDERS, FRARY & CLARK, NEW BRITAIN, CONN." 
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Economic Currents 


¢ CONTINUED FROM PAGE 16<eememmmmes 
is scheduled to be concentrated in the 
military hardware line. 
é ad 


Quarter Méid- End 
1950 1951 1951 
(in billions) 
Total defense 
spending 15 25 50 
Spending for 
hardware 5 10 30 


These expenditures for military 
hardware go into a field (of metal- 
working) which currently accounts for 
about $65 billion of production, or 
only about one fifth of the total national 
production. This $65 billion breaks 
down roughly as fellows: 


Billions 

Military Hardware $5 
Business equipment 25 

(Machinery, transportation 

equipment, power plants, etc.) 
Consumer metal products 20 

(Autos, appliances, etc.) 
Exports and metals used in 

construction my 15 


Of this total about $5 to $10 billion 
represents maintenance and repair 
parts for all three classes of civilian 
products 


Impact to Military Demands 


Chere are only two ways the metal 
working industry can accommodate the 


e e greatly increased purchase of military 
hardware. One is to step up its pro 
t sell ore duction and productive capacity. The 
4 rere other is to give the military the right 
6 e Tf) ) t € y ile 


f way and eliminate less essential pro 


refrigerators, make bigger profits?! "Seeing con ll ie Alaa lbeae 


p up productive capacity in the met 
ilworking field rhe steel industry, 
for example, will increase its capacity 
about four percent next year. Al 


store. try an actual demonstration of an Inland equipped with Inland “Magie Touch” Ice Trays! though shortage of some basic ma 


When the next refrigerator prospect comes into your So... be sure that the refrigerators you sell are 


é, ” : ical er: PEs Be, 999 terials, h ; non-ferrous metals, 
“Magic Touch” lee Tray. Slip the tray out, lift the And use them... in the striking “Lift! Tilt!” dem- z f pee 
© nakes the metalworking field pecul 


lever and tilt the grid... all in a moment! Show onstration! Youll make more sales, bigger profits! | jarly refractory to the solution of 


: , shortave penilems by increased an “a 
the prospect the big, sparkling ice cubes, free and lortage pt blems by increased produc 
tion, there are many other possibilities 
ilong this line [he realization of 
Fell the prospect, “This is what will happen in LIFT! TILT! That's the theme of Inland’s strong these will. at best, take time. In the 





dry, ready to plop into the glasses. 


sos . : . . m inne prospect is ata le f 
vour home. Plenty of ice cubes, for now or later. advertising campaign in national magazines. eantime, the — pect is that a lot o 


production of less necessitous metal 


Begin now to make the “Lift! Tilt!’ demon- ; 


You'll make cold drinks faster than ever before!” madtel erase datint Gaede aeae abel viaien 


Thi } i i . Ti . for the militar 
Chis striking demonstration will help you close stration a part of your own selling plan. Tie way for the military 


in with Inland’s national advertising for more Here is a rough indication of how 
production in the metalworking field is 
likely to break down in 1951, if the 
; present defense program is driven 


more refrigerator sales. And youll make a lot of 


sales and bigger profits in your store! 
on-the-spot sales of Inland Trays as replacements 








et S i 


for old, inconvenient trays. a 


through. 





Mid- End- 


VA 1951 1951 
aw Total production of metals 
(| and metal products $60-65 $70-75 
(in billions) 
i Military hardware 10 30 
MANUFACTURING Business equipment 25 20 


Exports and essential 
construction 15 15 
Consumer products 10-15 5-10 


> | q i r ™ If the production of consumer prod- 
A BE ucts gets down to as little as $5 billion 
a A es | 1 it the end of 1951, virtually all of it 


vill go for repair and maintenance 








parts, needed to keep existing equip- 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio — ment in operation End 
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FROM THE BEST OF THE 


Here . " 
best - °° “—— . r 7 needs .- >, 
: i ally -improviné 


4 \ -al for <? 
appeal ing 
rs, ‘ually chang 

L. 24% INCHES WIDE! paw PP cipcgit 

a : - eonare ¢ is hi stay 
COLD FROM TOP-TO-BASE Upon this new 195! eee, ES 
Two new 1951 Leonard beauties for that ‘ ‘ og a group ; ae eh hs h as Oo 

/ the 4 uch a : 

big, waiting segment of your market . rentrated | o the de aler be erience cou 
where large capacity is a “must” but 0 yea 70 years exp 
where kitchen space is very small. 


, \\ Mu ED 
Look a : ~ AN product a —_ “ tho 


) 


VALUE-PACKED FOR YOUR 
“MIDDLE INCOME” CUSTOMERS 


Three new, solid values in the “eight-foot” bracket each with deluxe “Leonard-Gold” eye 
appeal, space appeal and quality appeal, combined with the “plus” features that mean 
top attractiveness to your largest group of 1951 customers. 











MODEL LAS 


An amazing 7.6 cubic feet of 








storage space im a cold top-to- 








hbase cabinet only 24!4" wide, 


277," deep, 5314" high 


cod a ‘ 
MODEL LSR MODEL LHR MODEL LOR 


A sales-getting 8.6 cu. ft. of Beautiful across-the-top Exceptional frozen food space 
Frozen Food Chest of 33 Ibs. —42!.-lbs.—in an across-the- 


storage space, two ¢ rispers and 
‘.9 cu. 


a 31!.-lb. Frozen Food Chest. capacity in an 8.0-ft. cabinet. top Frozen Food Chest. 
ft. capacity. 





New PLUG-IN 
BUTTER CHEST 


Wonderful new accessory vou 
can offer at slight extra cost. 
Designed for Models LSR and 


abov e. 











eS 


MODEL LAH 


Across-the top Frozen Food 
Chest of 26 Ibs. capacity. Full 
7.1 cu. ft, storage space, with 


same small exterior as LAS. 


~: F 
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COMES THE BEST OF THE NEW! 


— helt 








Super DeLuxe 


UP TO 12 CUBIC FEET 
IN THE FLOOR SPACE 
OF FORMER “és” 


Here’s improvement even where enthusi- 
astic retailers said there was "o more 
room for improvement, in two new long- 
door Leonards that are sure-fire for more 
top-dollar sales for you. 




















SD 


* —— = 


s 


MODEL LSM 


A sensationally beautiful “12”, yet 
it fits the floor space of your cus- 
tomer’s old-style “6”, Super Crisper 
and 38-lb. Frozen Food Chest. 











MODEL LTM 


12” REFRIGERATOR-FREEZER COMBINATION 
WITH SENSATIONAL TWIN-CONTROL FOOD-KEEPING 
Leonard’s new top-of-the-line traffic-puller and business-getter for you! A truly 


new, truly better achievement in food-keeping. Remarkable twin-control develop- 
ment makes simple and positive the keeping of all foods better. 














One control gives faster zero-cold in the separately-insulated 70-lb. freezer. 
Second control gives right temperature and moisture in general storage com- 
partment. Defrosts automatically. 


MODEL LHM 


Magnificent cold-top-to-base design 
featuring 4214-lb. across-the-top 


The proven franchise that builds customer Frozen Food Chest, Super Crisper. 


satisfaction through lasting dependability (= / 
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Sasily inotalled in any aXe 


Now attic fans can be as easily installed as 
other appliances you handle. Hunter's com- 
pact new Package Fan makes this possible. 
Fan, motor and suction box are all in one unit 
that requires only a ceiling opening in hallway 
and less than 18” clearance in attic. Fan rests 
on attic floor; shutter and trim cover ceiling 
opening. No odds-and-ends to handle, no 
“extras to build. Four models, ranging from 
4750 CFM to 9500 CFM, to fit any home size. 


Gook comport at Com cost 


The new Hunter Package Fan is a complete 
home-cooling system—low in initial cost and 
economical to operate. It pulls in cool, invig- 
orating breezes and drives out stale, humid 
air. No other small investment gives home 
owners sO much comfort and pleasure. Quiet, 
trouble-free operation is assured by Hunter's 
65-year fan experience. Fan guaranteed 5 
years; motor and shutter, 1 year 


HUN , 
TER- FAN AND VENTILATING CC 


Exclusi é 5 ] 6 @ 39 § ror \ n 52 7 
fan 1a A nce | ) 398 : F it pe, 1 
mm ker Li 88 . ‘ ée n phi ’ enn 


HUN TER 4 Li sVEd ‘ 4 . 

4k, 7] NG . . ea 7 N Dz RD ATTIC FA Cc 

( I I] ] z I 4 VS FI OL IR I ANS 41R . “AD - , § SILLATI JI 4 
4 SI RE, ANS 
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“BIGGEST, STRONGEST PROMOTIONAL 
CAMPAIGN IN DORMEYER HISTORY” 


' 
Seys MARVIN E. ALLESEE | | take the New 
ae a Dormeyer — 
Acain IN 1951 Dormeyer will carry a — and Toaster ‘ 
its famous product story to millions of : added business : 


Americans. Week in and week out... all 
through the 1951 Spring selling season 
. . . LIFE MAGAZINE . . . SATURDAY 
EVENING POST . . . BETTER HOMES 
AND GARDENS...TV and Spot Radio 
will carry the DORMEYER STORY to Derneyets iin tnentin 


millions of your customers every week! a, Eeauee can 
ae he with hundreds of new sales 
The “Toast of the Town, possibilities. For added busi- 
Dormeyer's Toastmoker. Beautifully de- ness . . . add the Dormeyer 
signed in satin chrome . . . automatic Blender Mode! 5900 to your 
electric timer and rewarming device 5) plans. 
The Dormeyer Toastmoker Mode! 6500. 


Dormeyer Fri-Well- 

sure to be 1951's 
most exciting 
best seller ! 








Capitalize on America’s latest cooking 
craze with America’s finest deep fryer—the 
Dormeyer Fri-Well. Here's the biggest potential 
in the applionce field. Plan now to get your 
shore with Dormeyer's Mode! 5800 Fri-Well 





Dormeyers famous mixers 
beat all for steady 
best selling 


y 


This is Dormeyer's amazing, 

popular '‘Meal-Maker."’ Electric 
grinder and built-in power unit included at 
no extra cost. Price appeal with all the 
power and promotion of Dormeyer behind 
it. A ‘Staple’ in your applience plans 
The Dormeyer Mode! 5000 *'Meal-Maker.’ 


t and still the finest in the field € e 
Dormeyer's famous Mode! 4200 Food-Fixer 
complete with built-in power unit first ® 
to introduce the electric grinder at no extra 


cost asked for by name by al! who want 


the best. Dormeyer Mode! 4200 Food-Fixer Dormeyer Corp., 4300 N. Kilpatrick Ave., Chicago 41, Ill. - Fox Agencies, Ltd., Pert Credit, Ont. 
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like experts with a Domes 
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ard, backward, 
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_ See him soon - + 


Since more de 
one in yout neighborhood 
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eceives deo Fasliee nt of Domestic Sewi 
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shion Acad 
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Get fila & es 


Sew everything - CaSier. . better 


Ho 
OW Slick YOUN hog ohms 
ro ra , how quick! 


OF 2 pa 
es P in seams 


you 


ant add 0 
Of the 
ake y GoubIe” wien 


Ur 
lothes with » De, mest 
ne 


@PPliques yq 
™T MOno, 
era 


SALES-STARTING ADS 
170,978,197 IN 1951! 


Domestic Sewmachines are known to 


Gountry te 
entleman cl 
—_— millions of persons .. . and will become 


, : gnas J vay even better known and more wanted in 
Ne oN He AUHOLD 1951! Advertisements, such as the one 
» rat at the right, will appear in 15 leading 
MERICAN national magazines in 1951. They will 

\ 


) HOME Wie 1 rllomes oa pe gS pptengegeries ys 
SS \gliitee 


Sales Training Movie Makes 
BETTER SALESMEN ...FASTER SALES 


Domestic’s new 15-minute motion pic- of how to make the most of sewing IS A GOOD DEAL! 

ture shows appliance salesmen how to machine sales opportunities . . . how to pd 6 bd 

become good sewing machine salesmen. properly start sewing machine sales 

It presents a practical demonstration . .. and how to complete them! If you want a high-volume, big-ticket 
appliance, with a higher-than-average 
profit margin, you want Domestic! Not 
only will Domestic fill in the profit gap 
on your smaller margin appliance lines, 
but it brings new customers into your 
store ... customers who buy other appli- 
ances as well as Domestic, Ask your 
Domestic Distributor to show you just 
what a Domestic Franchise can do for 
your business . . . or write Domestic 
Sewing Machine Co., Inc., Cleveland 1, O. 


Domestic 


SEWMACHINES 





Plenty of POINT-OF-SALE MATERIALS 


Continuous supplies of sure-fire Domestic sales 
help give you the on-the-spot promotion sup- 


port you need to build store traffic and to wind e 
up sales. You get seasonal window displays, 
charts, cutouts, folders and giveaways... all 


po pretested and proved sales producers. Complete 


local promotion and liberal co-operative adver- S if W M A C H | N 7 S 


tising plans to back up every Domestic Dealer. 
Sold and Serviced by More Dealers Than Any Other Make of Sewing Machine 
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1) ELECTRIC Ranges if you 


There’s no 
he customer's 


“W's easy to se 3 
simple things- 


urself in t 
rold 5. Rice, of 
g shop, Dayton, 


do certain bast¢, 
o it. You just put y° 


place,” soY® Mr. Ha 


Good Housekeepin 


e 
Ohio. 


trick ft 


Here’s what you do: 


Customers always like a demonstration. So install a “live” 
range on the showroom floor. After that, it just comes naturally. 
You touch the switches, and the prospect sees action. She can 
actually see the elements heat up, she can touch the oven and 
feel how cool it is outside when it’s 350 degrees inside. 
———===S= 
3500] 00900 
Women want ical inf i bo <—< 
practical information about So c> 
an Electric Range—things you can’t — 
really find out until you use the range 
itself. The answer to that is to get one 
in your own home, and let your wife or mother 
show you what she can do with it. In about a week, 
chances are she'll give you so many selling ideas, 
you'll feel like putting Aer on the sales force! 























An enthusiastic Electric Range user can be your 
best friend in making another sale. Never drop 
a sale after delivery is made. Always call back 
once or twice, and bring your home service 
worker along if you can. Demonstrate the range 
again, right in the customer’s own home. 





them half a chance. So it always pays to remember these three 





Meese ort sole oon ten wat oe Sane eae CASH IN ON THE cone de>, 


points: 1 os 4% 





@ Demonstrate in the showroom PR ° 


3 * 
b Use it in your own home BPs | 
€ Follow up in the customer’s home after the 7) 
sale is made . as 
— iT 


... of course, it’s ELECTRIC! — American families purchased 1,800,000 Electric Ranges last year! 


ELECTRIC RANGE SECTION 


National Electrical Manufacturers Association * 155 East 44th Street, New York 17, N. Y. 


ADMIRAL +- COOLERATOR + CROSLEY + DEEPFREEZE + FRIGIDAIRE - GENERAL ELECTRIC + GIBSON 
HOTPOINT - KELVINATOR +- LEDO + MONARCH + NORGE + PHILCO + UNIVERSAL «© WESTINGHOUSE 


pu 
-_ 
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NEW 3 


To keep your 
clock sales rolling... 


SESSIONS 
“KITT Y-BELLE” 
ALARM 


No. 4964 


Retail 


$450 


, * iw” 
Bh : 


ra ee. 9 
an ae oe <4 Fa fa 
No. 496AL Same with luminous hands and numerals... $5.50* 


Sessions “Kitty-Belle” Alarm is 4” wide, 3%" high, with 3! 4” diol. weot EVEN Ap at” 
UR-RR 


This new Sessions beauty is the latest sensation in a CES 
featured line of electric alarm clocks, among the most 


popular clocks of their kind. 
The Sessions “Kitty-Belle” offers new and exciting bd 
modern styling in a new dainty size . . . at a just right eS Si QOms 
price! Of course, like all famous Sessions Clocks it is 
dependable, smooth-running and kitten-quiet (‘not 
even a pur-r-r!”). And best of all sales features, it has 
the patented Sessions ‘Tru-Bel” alarm—not a buzzer! - 
Right now, “Kitty-Belle” is just the alarm to wake Gay 
up lazy sales for you! Better stock up now to benefit from 
generous national advertising! 


SELF-STARTING e+ ELECTRIC 


*Slightly higher in for West. Subject to Federal Excise Tox. Protected under Fair Trade Act. 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart Plaza « in San Francisco: Western Merchandise Mart « In Canada: Northern Electric Co., Lid., Montreal, P.Q. 
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ee ES, I’ve been to the laboratories and I’ve seen them “That’s why Du Mont is incomparable in fine perform- 


made. In all the years I’ve sold television, radio, and ance, in sturdy construction, in trouble-free operation, in 


other electrical goods Uve never seen anything to equal long life. 


Du Mont inspection for toughness. From tiniest resistor to “These rigid quality controls pay off for me in customer 
biggest tube, every part gets a going-over, first as an individual satisfaction, in word-of-mouth advertising, in lower instal- 
part, second as a working part of a working receiver. lation and service costs. 


For example, every Du Mont chassis gets a 2-hour ‘shake- “It’s almost as hard for a television dealer to pass the 


down run’ all by itself. All Du Mont Sensituners* and Selec- Du Mont franchise requirements as it is for a television set 


tuners,* patented and exclusive tuning devices, get separate to pass the Du Mont manufacturing standards. 


tests, under operating conditions. me ; : 
pani: eee: But when you do get a Du Mont Franchise, you have every- 


“All Du Mont receivers get ‘home conditions’ tests on thing. You have a good product, good price, good profit; and 


outdoor antennae, on all channels. Every tenth Du Mont Du Mont’s selective dealer franchise policy gives me the 


gets a special 40-hour test. Sample sets come off the line protection I want. All backed by a dominating national adver- 


daily for test under extreme conditions of heat, cold and tising campaign and the power and prestige of the name 


humidity. ‘Du Mont’ — the first name in television for twenty years.” 


OUMDM fac2 eee ce faadin 


Copyright 1951, Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J. and the Du Mont Television Network, 515 Madison Ave., New York 22, N. Y. 
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ESTATE’S FAMOUS SPECIALIZED COOKING AREAS 
KEYNOTE STAR-STUDDED 1951 SPRING PROMOTION 


BARBARA BATES % 


Two of Hollywood's brightest screen 
personalities, Jeanne Crain and Barbara 
Bates, will tell the Estate Range story 


much to make Estate’s spring campaign 
the brightest, liveliest, SELLINGEST 
range advertising of the year, 





ing will appear in the 
Saturday Evening Post, 
Woman's Day, Good 
Housekeeping, McCall's, 
Living, and What's New 


ESTATE 


The Estate Stove Co., Hamilton, Ohio 
A Subsidiary of Noma Electric Corp. 
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Model HA-92: New luxury leader 
of the line. “Pantry-Dor” and 
built-in butter-keeper. Stainless 
steel shelves. Full-length cold. 
Huge 50-Ib. freezer locker. Mag- 
netic bottle opener. Sensationally 
priced at a suggested $369.95. 











Here's the feature your prospects have 
waited for . . . the feature that puts more 
profit in your sales! NEW—door handles 
in a choice of 10 decorator colors! Gleam- 
ing plastic plaques that are easily in- 
terchangeable . . . to suit any home- 
maker's individual kitchen color scheme. 
A potent salesmaker for YOU! 


Model HA-84: “Pantry-Dor” provides 
extra, easy-to-reach storage. Other spe- 
cial 1H quality features to make a real 
value at a suggested $329.95. 








Model UA-95: Spacious, cold-to-the-floor stor- 
age with three-shelf ‘‘Pantry-Dor.”’ Other extra Big, 15 sq. ft. of scientifically arranged 
duty features for BIG value at a low suggested shelf area. Outstanding value for any 


$299.95 h ker at a suggested $269.95. 


Model UA-87: A real extra-space buy! 
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HARVESTER 


Tihimele is Ww AR ikiehalelilel 


1951 REFRIGERATORS 


NEW... sn YEARS AHEAD 
ne romimcored) 


INTERNATIONAL HARVESTER—First In you'll be proud to handle . . . a line to satisfy 


Freezers . . . First In Femineering — now intro- the requirements of every homemaker . . . a 


duces a great new refrigerator line for 1951. 
Seven sensational models . . . Years Ahead 
in Design ... Years Ahead in Engineering... 
Years Ahead in Features with a Function! 


YES, THE FEMINEERED LINE for '51 is brand 


line promoted for International Harvester 
Refrigeration Dealers with punch and per- 
suasion .. . in the biggest national magazines, 
in key-city newspapers .. . with a new local 
cooperative merchandising program that’s out 
of this world. Yes, once again, in 51, the Fem- 


new ... beautiful . . . budget-priced. A line —_ineered Line is the Talk of the Industry! 
a 


ria ty SELLY 


Promoted... 


Model HA-74: Extra-large storage 
space in small floor space. Price 
leader of the line at a suggested 
low $219.95. 





Model HA-82: Full 8.2 cu. ft. ca- 
pacity in small 25” x 25” floor 
space. Horizontal freezer holds 35 
Ibs. Buy of the yeor at a sug- 
gested $239.95. 




















For information on available dealerships, consult the 
nearest International Harvester district office, or write 


INTERNATIONAL HARVESTER COMPANY - 180 N. Michigan Ave., Chicago 1, Ill. 


International Harvester Also Builds McCormick Farm Equipment and Farm- 
all Tractors . . . Motor Trucks . . . Industrial Power . . . Home Freezers 


Model HA-83: Super-model for super- 
savings. Full 8.4 cu. ft. capacity at a sug- 
gested $274.95. 
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U LF SS 


GIVES YOU 


4 OPPORTUNITIES TO SELL EVERY CUSTOMER! 


Finest cabinetry offered today 
—combining distinguished 
designs by Lee Stone with 

master craftsmanship 


Richer, clearer pictures from 
the famous CX-33 chassis 


The fabulous Capehart Sym- 
phonic-Tone System, giving 
breath-taking sound, true 
tonal fidelity 


Priced realistically to meet 
every budget 


Ww hatever they're looking for in television Capebart has it! Save 
time — steer them to the finest instrument of all—first. A short 
demonstration of its glorious sound ... its superb, clear, sharp pic- 
ture...a quick examination of its fine cabinet work...all at prices The CAPEHART New Englander 
that are unbelievably reasonable = . = Distinctive French Provincial styl- 

s : ~ ing in a cabinet of cherry with fruit- 
will win them fast. So promote Cape- wood finish. A Lee Stone design. 
Rectangular tube for “full-scale” pic 
ture. World-famous CAPEHART Sym- 
phonic-Tone System synchronized 
with clear, sharp, steady pictures. 


hart for plush sales...quick profits. 























New CX-33 Chassis 
Produces sharpest, clearest, steadiest 
picture yet attained. Establishes new 
standards of television performance. 
Gives new service-free operation. 














what CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 
An Associate of International Telephone and Telegraph Corporation 
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neal a! 
A SERVICE TO a —_ 
TOASTMASTER” DEA 





People buy most 
where the clerks 
are best! 


GIVE YOUR SALESPEOPLE THIS SALES TRAINING 
COURSE AND SEE HOW MUCH BETTER THEY SELL! 


YOU HEAR IT EVERYWHERE. “So and so’s salespeople know their 
merchandise ... they really belp me to buy ...I like to go in there 
to shop.” And you hear the other kind of remarks, too, about the 
store whose sales personnel aren’t really salespeople. 


LET’S SAY YOU'RE BLESSED with a sales staff that’s top notch. Even 
so, you'll find “‘How to Sell ‘Toastmaster’ Toasters” a thought-pro- 
voking study in retail salesmanship. That’s because it’s written from 
the “how” angle—a refresher for your experienced salespeople, a 
stimulant for the new ones. In these days of big consumer demand 
it’s awfully easy for even the best of salespeople to “ease up,” to 
“coast” once in a while. And that can result in customer dissatisfac- 

tion that does your store permanent harm. 
A FEW HIGH SPOTS FROM THE “HOW TO SELL 'TOASTMASTER’ TOASTERS” talks from inside the 
retail store. It was prepared by merchandising experts who have 
TABLE OF CONTENTS: rubbed elbows ae teed customers. erhis booklet talks 
store-floor language—it's practice, not dry-as-dust theory. It gives your 

P - salespeople tips that are usable immediately in selling not onl 

What Makes People Buy? “Toastmaster” Toasters but every other item aie carry. ? : 
SO SEND FOR THIS GREAT SELLING AID. Then, too, if you want 
Showing Is Selling. realiy comprehensive sales training for your personnel, we'll supply 
Meeting Guides to help you plan and carry through your own brief 
but highly profitable sales meetings. These, too, are free, are not 
overly time consuming, and will insure your salespeople getting the 
most from the Sales Training Manual. Use the coupon to order your 


Handling Difficult Customers. material now 


ke Preventing Walkouts. TOASTMASTE R Automatic Pop-Up Toaster 


- "Tosgreasran” is a registe ered trademark of McGraw Electric Company, makers of 
“Toastmaster” Toasters, “Toastmaster” Electric Water Heaters, and other “Toastmaster” Producta, 
Copyright 1951, Tosseuaseun Propvucrs Divasson. McGraw Electric Company, Elgin, Ll. 





How to Treat the Question of Price. 


es 


\ | % ps ony, Elgin, Wi. 
\ Coypom! [Sat PRODUCTS | DIVISION * oem eee : 


Please se? Sell bapa details 
QQ Ny oO copies of “How meetings. Please send me 
ba 


sa sa oes 


ur full Sales Training Program. 


: ze woete to 
es salespeople. 


My Distributor’s Name.-++**° 
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_. DELCO MOTORS 


the best MMnsing 7 nee, 


WASHING MACHINES —_ 











your product can have! 


ORYVERS 


Positive-action switch 


H y —— | Steel-backeg babbitt bearings 


OIL BURNERS 





Q 





sroKers To give the most dependable service, appliances need the 
a most dependable motors. Delco has the engineering and 
manufacturing experience that assures appliance motors of 

lasting quality. 


But, just as important to manufacturers today is flexibility 
of supply. In fast-changing markets, quick changes in motor 
specifications or delivery dates are often called for. Delco 
meets these requirements, too—with an organization set up 
to deliver what’s wanted when it’s wanted. 


WATER PUMPS 
tain 


It is easy to understand why more and more manufacturers 
are turning to Delco—the best running mate your product 
can have. 
| 


DELCO MOTORS 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


SEE YOUR LOCAL AUTHORIZED DEALER 


GASOLINE PUMPS 
pena | 


DAYTON OHIO 





COMPRESSORS 





HOME WORK SHOPS| FANS (Ventilcting) | DISHWASHERS RONERS =| OFFICE MACHINES FEED GRINDERS SEPARATORS 
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The Conse Speaks for Herselp! 


Mrs. Harriet Meyers, a leading homemaker of Chicago Illinois, says: 


‘‘My Hamilton Dryer is the finest 
work-saver I own. Not only has my 
Hamilton saved me so much time and 
money, but it has put an end to the 
drudgery of washday and all its weather 


worries. I’m very grateful to Mr. 
Dick, the Hamilton dealer in my 
neighborhood, who taught me to dry 
my clothes the Hamilton way, ready to 
iron or put away!” 


The Dealer Speaks for Himaelh! 


Dick’s Home Furnishings, Chicago Hamilton dealer, says: 


‘*‘Hamilton offers one of the best fran- 
chises in the appliance business. Dis- 
play and demonstration have sold a lot 
of dryers in my store, but the big fac- 


tor has been the Hamilton store pro- 
motions, sales aids and advertising ma- 
terial supplied by The Sampson Com- 
pany, my Hamilton distributor.” 


the Disthibulir Speaks for Himaclh! 


MERCHANDISING—FEBRUARY, 


1951 


Mr. Peter Sampson, Chicago distributor for Hamilton Automatic Clothes Dryers, says: 


‘““With the brand acceptance that 
Hamilton has built for its Automatic 
Clothes Dryer, the franchise we give our 
dealers has tremendous added value. 
I’m very happy to say that as fast as 


Hamilton Dryers come in the back 
door of my dealers’ stores they move 
right out the front door and into homes 
of people like Mrs. Meyers. That’s why 
we order in carload lots!” 


THE ORIGINAL AUTOMATIC CLOTHES DRYER 


TRADE-MARK REG U.S PAT. OFF 


CAulomaitic CLOTHES DRYER 


GAS AND ELECTRIC MODELS 
HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 





Always a good investment . 


_ The Genuine 


4 ® 


UCN 


WORLD’ 
'$ FINEST AIR CIRCULATOR 
$ 


The genuin 

ae Big < acclaimed by milli 

the most want TE and outstandi moe Pee Re 

a ing beauty, is 
is your best ae in- 


Mr. Dealer: 
o's first appearance on the market 
Sutton Corporation 


olicy of The O- A- 
product of the hignest quality with 
fit jncentive for 


A T + 
im 
© ly to manufacture 4 
gales potential and pro 


the greatest 
Vornado dealers- 
ugh the channel- 
estion- 


This policy will cont inue even tho 
ing of raw materials to the military effort ung 
eubdstant ial reduc he quantity 


ably will require & 
of Vornado Air Circulators produced. 
an adequate 4nventory of 


0. y € Sutt 
Oo 
n Your aistriputor has 
May we suggest that, 28 
nts and place 
% of 


‘sg requireme 
1 


Dear 


since Vornad 


you noth 
Vornado 
Very truly yours» 


( 


O. A- Sutton 


Write 
for n 
am 
e of nearest dist 
ributor 


S | 
| 





Beautiful, efficient and highly 
eYelareloli 
every requirement. Mul- 


satisfy 


en a 


DESK TYPE 


tiple speeds 





A range of 5 sizes to 








TURNABOUT 
CASEMENT WINDOW FAN 


Reversible simple to install on 


steel casement windows. Ideal as a 
portable floor circulator. Multiple 
speeds 


Product 


WINDOW FAN 





Need 


ieeentishidiadisecinaniideaieeman 
Te 
Bol 


TABLE-TOP 


PEDESTAL FANS 


e oreas where 





TURNABOUT J 
Designed as ao functional table 
as well as a tilting fan. Idea 


for home, office or 


room. Multiple speeds 


reception 





s required 


Adjustable 


EE 


Quiet 
height 











UNIVERSAL (Akamai 


BAKES - GRILLS - TOASTS - FRIES 


Sell Cook-A-Matic for greater cooking ease. It brings “sit-down” cooking right 
to the table, speeds up service and makes even big party meals easy. 


It’s BIG in size and BIG in automatic convenience. Cook-A-Matic’s 216 square 
inches of cooking surface is a wafflemaker or a grill with a quick change of grids. 
Bakes 4 large waffles, toasts 4 sandwiches, fries a dozen eggs or 24 sausages at 
one time! Adjustable heat control automatically cooks light, medium or dark. 


Make the most of this wonderful appliance... sell it all year round. It’s a 
natural, whatever the season, for party snacks and complete family meals. 


UNIVERSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 








od 


AUTOMATIC—NO WATCHING! 
Adjustable heat control automati- 
cally preheats, cooks waffles light, 
medium or dark. Use also for meat, 
bacon or toasted sandwiches. 


SIGNALS WHEN DONE! 

Automatically tells when to pour 
batter... when waffles are done. 
No need to make “testing peeks.” 


QUICK-CHANGE GRIDS! 

Change from waffle to plain grids 
in seconds. Grids are pretreated to 
prevent waffles from sticking. 


ROOM FOR THICK SANDWICHES! 
Hinge expands for easy toasting of 
extra thick sandwiches . . . allows 
waffle batter to rise freely. 


Copyrixht 19° i, Landers, Frary & Clark 
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New 195! 
CHEVROLET TRUCKS 


Better before...now better than ever 


America’s best truck investment is an even better one trucks offer new, improved-design brakes, new Venti- 
for ’51! Yes, this latest line of Advance-Design trucks 
combines the greatest of Chevrolet’s traditional ad- 
vantages with new features and improvements that ‘ : : 
make your dollars go farther than ever! Along with See your Chevrolet dealer and look over this new line 


panes, and Chevrolet’s new cab seats—plus a host of 


other features that mean increased value to owners. 


outstanding power and economy, finest construction Of 1951 Chevrolet trucks today. They’re “best buys 
and superior handling ease, Chevrolet Advance-Design every one! 


CHEVROLET MOTOR DIVISION, Genera/ Motors Corporation, DETROIT 2, MICHIGAN 








ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES—the shifting e HYPOID REAR AXLES —for on heavy-duty models « NEW CAB SEATS 
105-h.p. Loadmaster or the 92-h.p. Thrift- dependability and long life «e NEW TORQUE- —for complete riding comfort e« NEW 
master—to give you greater power per ACTION BRAKES —for light-duty models e« VENTIPANES—for improved cab ventilation « 
gallon, lower cost perload « POWER-JET PROVED DEPENDABLE DOUBLE-ARTICU- WIDE-BASE WHEELS—for increased tire mileage 
CARBURETOR —for smooth, quick acceleration LATED BRAKES —for medium-duty models « e BALL-TYPE STEERING — for easier han- 
response e DIAPHRAGM SPRING CLUTCH— NEW TWIN-ACTION REAR BRAKES — for dling e UNIT-DESIGN BODIES—for greater load 
for easy-action engagement e« SYNCHRO- heavy-duty models e« NEW DUAL-SHOE protection e ADVANCE-DESIGN STYLING—for 
MESH TRANSMISSIONS — for fast, smooth PARKING BRAKE—for greater holding ability increased comfort and modern appearance. 




















FOR OVER 20 YEARS... BUILT BEST FOR THE WEST 


| 





i rae ee 
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Announcing a 
Fedders Room 


New low-priced unit 


will make sales easier than ever 
for Fedders dealers in I951 ! 


ERE is Fedders answer to the appliance dealer who 
H says prices have gone sky-high...a true &% ton room 
air conditioner that sells at a price lower than last year’s 4 
ton model. This new % ton room air conditioner provides 
all the cooling power needed for night-time air conditioning 
of most bedrooms...offers an easy step-up to larger units 


for other rooms. 


NEW 1, TON...34 TON MODELS BETTER THAN EVER! 
While industry sales went up 25% in 1950, Fedders sales 
went up 300'% —a tribute to Fedders 55 years of engineer- 
ing experience, plus the most effective advertising and sales 


promotion campaigns the industry has ever seen. 


% ton model delivers full half ton cooling power—rated at 6020 btu/hr 
under ASRE conditions. Ivory or Hawaiian Tan furniture-styled cabinet. 
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LOOK AT THESE POWERFUL SALES FEATURES: 
1. Exclusive Comfort Circle 7. New typecompressor con- 
Grille struction assures ‘ whisper- 
. Exclusive V-Type cooling quiet’’ operation 
evaporator 8. Hi-Lo fan speed control 
- Two large quickly remov- 


9. Four position operating 
able filters 


control 


- Hinged lift top design... 10. Greater cooling capacity 


conceals all controls 11. Positive condensate con- 
. Fully Hermetic . . . sealed trol and removal with 


refrigerant system “slinger-ring”’ feature 


. Fresh air-exhaust selector 12. Simplified installation 











ers RTE 


nae’ g 


ror ie tl 


A true % ton unit rated at 9010 btu/hr under ASRE conditions. This was 
the big seller last year. Available in both Ivory and Hawaiian Tan cabinets. 
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New 4% Ton 
Air Conditioner 


New Fedders ‘3 ton unit delivers high 
cooling capacity.Cabinet finished in Hawaiian 
Tan — the season’s newest color. 














MAIL THIS COUPON TODAY! 


Fedders-Quigan Corporation, Unit Air Conditioner Division 


Dept. EM-2, Buffalo 7, N. Y 
oe : 
Gentlemen: Please send me complete information on how I can make extra profits sell- 
aa ES cm ing the 1951 line of Fedders Room Air Conditioners 


Name 


County 














A GREAT NAME IN COMFORT 
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MAKE SURE |! 
—_the electric oven” 


5, CUE 


4, 5 = 


_———— 
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eS» = 
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Peete 


Profit by handling range lines that 
employ the easiest-to-operate and most 
cooperative oven control ever built! 


This is 1T—the WILCOLATOR . . . the most advanced concept of simplicity, 
sensitivity and cooperation in modern oven-heat controls. 

A turn of the Dial, a push of the Preheat Button—and a Wilcolator-controlled 
oven is set to deliver the exact cooking temperature desired . . . deliver it fast 
(but fast) . . . and maintain it indefinitely. 

And that’s not all. As soon as the oven is sufficiently preheated, the 
Wilcolator preheat button snaps out with an audible click, giving unmistakable 
warning that the oven is ready for use. Here’s cooperation plus! . . . a boon to 
the busy cook, veteran or novice. No waste of time or fuel. 

Yes, Wilcolator means meal-making that’s simple, quick, successful. When 
the dial is turned to a setting, the oven bake element is automatically cut in. When 
the preheat button is pressed, the broil element is cut in. With both elements 
“pouring on the heat”, exceptionally fast preheat is obtained. 

As oven temperature approaches dial setting, the preheat button snaps out 
—disconnecting the broil element. Temperature “overshoot” is so accurately 
gauged, that almost from the moment food is placed in the oven, it is subject only 
to the cooking temperature selected. 

During cooking, Wilcolator’s super-sensitive thermostat switch (operating on 
a 30 to 50 per cent lower differential than heretofore possible) regulates the bake 
element so closely that oven heat is precisely maintained . . . resulting not only 
in perfect baking and roasting, but in maximum fuel economy. 

You'll find the Wilcolator control will “click” with every prospect. It’s a plus 
value you cannot afford to miss. Profit by making sure every electric range you 
handle has the outstanding advantage of Wilcolator. 


»s Wilcolator 


heat control that 


"with 


BAKE 


ie TTIT 


The Wilcolator Control provides both visual 
and audible signals. Pilot lights indicate when 
bake and broil elements are cut in and cut out. 
Preheat button snaps out with a clearly 
audible click when oven is ready for use. 


The control can be installed, on two mounting 
screws, in any of four positions—with preheat 
button located above or below, to the right 
or left of the dial. Contour harmonizes with 
the over-all appearance of any electric range 
. . « particularly with modern design. 





C NOW A Gas Oven Control 

© @, ‘That Also Says “WHEN” 
Wilcolator’s outstanding Oven Heat 
Control for Gas Ranges is now avail- 
able with the revolutionary Wilcolator 
“Oven-Reddy” Indicator which auto- 
matically signals as soon as the oven 
is ready to use. Thus the exceptional 
advantages afforded by the Wilcolator 
Gas Range Control—such as its large 
capacity “Uniflow” valve for super- 
speed preheat, and amazing ease of 
servicing—are supplemented by an ex- 
tremely desirable feature hitherto only 
available on electric ranges. 











WILCOLATOR~— precision cooking at a touch of the finger tips 
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Send COUPON today for WHY 


v 
The facts on what the proven Ford Truck Power 
Pilot is, how it saves you money, how it is different 
from conventional systems, etc., need more space 
than we have here. 

So does all the news about new 5-STAR Cab 
comfort, new transmissions, new axle ratios, new 
pistons and camshafts... the new features through- 
out the Ford Truck line for ’51. 

But these are all facts that can mean real dollar 
savings to you. Mail the attached coupon today. 


Ford Trucking 
Costs Less 
Because — 


Using latest registration data on 6,592,000 trucks, life 
insurance experts prove that Ford Trucks last longer! 


MERCHANDISING—FEBRUARY, 1951 








Ne 


FORD WUGKs 


for bl 


WITH 


POWER PILOT 


ECONOMY 











FORD'S STEP-AHEAD ENGINEERING achieves new 

y, new perf There's a new economy- 
engineered Ford Truck for your job, or any job. Over 
180 models, 95-h.p. Pickups to 145-h.p. BIG JOBS. 





IT’S IMPORTANT TO YOU” 








(REE. ce 


: tion, the interesting new leaflet 
giving full facts on the “Power Pilot,” plus specifica- 
tion data on the NEW Ford Trucks for '51 indicated 
below: 


FORD Division of FORD MOTOR COMPANY 
3275 Schaefer Rd., Dearborn, Mich. 


FULL LINE 0 HEAVY DUTY MODELS 1 
LIGHT MODELS [] EXTRA HEAVY DUTY MODELS (1) 





Name 





(Pleose print plainly) 
Address. 





City 
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Biccest Setter By Far- | 


ONLY RCA VICTOR HAS For fast sales... 
THE “GOLDEN THROAT” - ° » » 
Show them the New Fairfield first! 





Phono-jack now with control on front of cabinet makes it easy to 


tie in the “Victrola” 45 record changer attachment for bigger sales 
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new RCA VICTOR saw proor 
17-inch New Fairfield 


Better Looking in Every Way 


e New Powerful RCA Victor Television Pick-up 
e New Beautiful RCA Victor Cabinetry 


@ Famous “Golden Throat” Tone System 


Million Proof Quality 


When customers see the 17-inch RCA Victor New Fairfield, they 


go sales wild. The New Fairfield is loaded with new, improved 


Million Proof features. It’s easy to see why RCA Victor is 
America’s Favorite ... more RCA Victor television sets sold than 
any other make. Remember, RCA Victor is Million Proof... 
proven in well over a million homes. And it’s values like the New 


Fairfield that will keep RCA Victor first in the minds of your 





customers. Display the RCA Victor New Fairfield in your win- 


dows and on your floors . . . it’s a sensational traffic item. 


For fast sales... Show them the New kairfield first! 


« #b RCA VICTOR 


DIVISION OF RADIO CORPORATION OF AMERICA 


ONLY RCA VICTOR MAKES THE “VICTROLA” “Victrola”—T.M. Reg. U.S. Pat. Off. 


RCA VICTOR—World Leader in Radio... First in Recorded Music... First in Television 


. 
. 
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Air-Way Sanitizor Vacuum Cleaner 
American Beauty Electric tron 
Arvin Electric Housewares 

Arvin Lectric-Cook 

Arvin Toaster and Lazy Susan 


Cadillac Vacuum Cleaners 
Caloric Gas Ranges 

Club Coffeeware 

Crane Bathroom Fixtures 
Crane Sinks and Cabinets 
Crosley Electric Range 
Crosley Freezer 


Deepfreeze Electric Range 
Deepfreeze Home Freezers 
Deepfreeze Refrigerators 
eVilbiss Vaporizers 


Dexter Twin Tub 

Dexter Twin Tub and Single 
Tub Washers 

Dietz Pioneer” Electric Lantern 

Doray Defrostor 


Easy spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer, Portable 
team Radiator, Electresteem 
Baby Bottle Warmer and Electre 
teem Baby Bottle Sterilizer 

Evenflo Nursing Units 


Farber Automatic Coffee Maker 

Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Firestone Home Appliances 

Fletcher's Can-Well Cold Packing 
and Preserving 

Fletcher's Roastwell Roasting Pan 

Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


G-E Automatic Blankets 
G-E Automatic Toaster 

G-E Automatic Washers 
G-E tron 


G-E Light Bulbs 





G-E Refrigerator-Food Freezer 
Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Electric Ranges and 
Refrigerators 

Gibson's Refrigerators 


Haeger Lamps and Pottery 


Hamilton Beach Mixer and Mixette 


Hardwick Gas Ranges 

Hotpoint All-Electric Kitchen 
Hotpoint Automatic Dishwasher 
Hotpoint Electric Ranges 
Hotpoint Refrigerators 


International Harvester Refrigerators 


Johnson's Waxes and 
Wax Electric Polisher 


KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 

KitchenAids 

K-M Pop-Up Toaster and 
Waffle Baker 

Kold Pak Portable Electric 
Refrigerator 


L & H Lectro-Host Electric Range 
L & H Lectro-Host Home Freezers 
L & H Lectro-Host Refrigerator 
Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers and Gas Range 

Met-L-Top lroning Table 

Mirro-Matic Electric Percolator 

Mirro-Matic Pressure Cooker 

Mirror Aluminum Utensils 

Motorola Clock Radio 

Motorola Portable Radio 

Motorola Radios 

Motorola Television 

Motorola Television-Radio 
Phonograph 

Murray Kitchens 


Necchi Sewing Machines 
New Home Sewing Machines 


Almost half your customers* read Ladies’ Home Journal... 
and buy what they see in the Journal. That’s why the makers of fine 


products-invest more money in the Journal, per issue, than in any 


other magazine! Currently these are your brand headliners in the 


Journal. If you'd like more sales, more profits, more prestige... 
then STOCK, PROMOTE, DISPLAY and ADVERTISE these brands! 


Norge Gas Range 
Norge Refrigerator 
Norge Washer 


Perfection Electric Ranges 

Ptaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and 
Electric Range 

Philco Television 

Philco Television and Television 
Radio-Phonograph 

Presto Cookers 

Presto Vapor-Steam Iron 

Proctor Household Servants 


Regina Twin-Brush Electric 
Polisher and Scrubber 

Revere Ware 

Rid-Jid Ironing Tables and Ladders 

Royal Vacuum Cleaner 


St. Charles Kitchens 
Sunbeam Coffeemaster 


Sunbeam Ironmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 

Toastmaster Automatic Electric 
Appliances 

Toastmaster Hospitality Set 

Toastmaster Pop-Up Toaster 

Toastmaster Toaster and 
Hospitality Set 

Toastmaster “Toast 'n Jam” Set 

Toastmaster Waffle Service and 
Hospitality Set 


Universal Coffeematic 
Universal Stroke-Sav-r Iron 
Universal Toaster 





Verplex Lamps and Shades 


Wear-Ever Aluminum Cooking 
Utensils 

Wear-Ever Aluminum Pressure 
Cooker 


West Bend Electric Percolator 
Westinghouse “Commander” 
Electric Range 
Westinghouse Frost-Free 
Refrigerators 
Westinghouse Home Appliances 
Westinghouse Laundromat 
Westinghouse Light Bulbs 
Westinghouse Refrigerators 
Whirlpool Automatic Dryer 
Whirlpool Automatic Washer 
Whirlpool Automatic Washer 
and Dryer 
White Sewing Machine 


Youngstown Kitchens 


Zenith Clock-Radio 

Zenith Radio-Phonograph 

Zenith Radio-Phonograph- Television 
and Radios 


Zenith Television and Radios 
Zenith TV-Radio-Phonograph 


*Nearly half—47.2%—of 72,012 women shoppers interviewed in 642 retail stores of all kinds reported they read 


LADIES’ HOME 
Largest newsstand sale of ANY magazine, weekly or monthly 
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IF SHE STALLS 


YOU WITH THESE: 
THE 


DOWN PAYMENT 


UNCLE SAM IS TOO HIGH ! 
GOT IN AHEAD 


OF YOU! 
MY 


WASHER |S 
IF WE DON'T GOOD ENOUGH ! 


GET A NEW 
CAR, I'LL WE CAN'T AFFORD 


BE BACK! THE TERMS 


NAIL HER WITH EASY’S 


ONE-TWO PUNCH! 
PUNCH NO. IT show her the Easy Spindrier 


with its exclusive Spiralator roll-over action. Show 
her how it travels clothes in a constant spiral path for 
the fastest, most thorough-yet-gentlest of a// washer 
actions. Show her how Easy does the work but she 
bosses the job. Together with Easy’s exclusive 
Automatic Spin-rinse, it’s the most convincing 


t 
ee ct a demonstration in the washer business! 


PUNCH NO. 2 show her Easy’s Automatic 
Spin-rinse in action. She can see it’s the fastest, best 
rinsing method ever invented—and the most 
economical because it uses only 3 gallons of warm 
water and saves live hot suds for re-use. Doesn’t it 
make sense to take all the time and eftort necessary to 
put on this exciting demonstration. ..if it keeps 
you from losing just one extra Easy sale? Easy 
Washing Machine Corp., Syracuse 1, N. Y. 
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SEE. COMPARE 
COOLERATOR 


PUSH-A-BUTTON ELECTRIC RANGES WHICH OFFER 
ALL THE WORLD’S MOST WANTED FEATURES 


List every feature you know your prospects want in their new 
electric range. Check that list against the New Coolerator Push- 
A-Button and you find they tally exactly. New super-speed 
surface units are faster—7-Heat, ‘Color-Guide Push-A-Button 
Controls are easier to see—easier to use—more accurate. The 
Marvelous New Hidden-Heat, Radiant-Wall oven is larger— 
easier to clean—bakes and broils to perfection. The New Im- 
perial Push-A-Button Models are automatic 5 ways. The Magic 
Well-E-Vator is faster— more convenient and economical. Best of 
all every feature is easy to demonstrate and the advantages they 
offer are self-apparent. See—Compare—the 7 New Coolerators 
feature for feature and you'll see why they are America’s most 
beautiful, most salable electric ranges. 





AND THE EXCLUSIVE FREEZ-R-ATOR WHICH COMBINES A 
154 CUBIC FOOT FREEZER WITH A BUILT-IN REFRIGERATOR 


5 = —_ 


When you demonstrate the Coolerator Freez-R-Ator you 
offer the only freezer with a built-in refrigerator. That's an 
advantage that prospects instantly understand and want. 
The freezer section holds over 500 Ibs. and may be oper- 
ated at 10 below zero for fast freezing or set at zero for 
economical long time storage. The refrigerator compart- 
ment provides 3 cu. ft. of moist-cold refrigeration for fresh 
foods. It will keep fruits and vegetables in perfect condi- 
tion until you're ready to freeze them. It's ideal for quick 
chilling a case of beverages and storing fresh meats. 

See the complete line of Coolerator Freezers, Refriger- 
ators and Ranges at your Coolerator distributors today. 
Get all the details on Coolerator’s New Profit Protection 
Program. See how Coolerator’s program for 1951 will 
build extra sales and profits for you. 


THE COOLERATOR COMPANY 


DULUTH 1, MINNESOTA 
CHICAGO OFFICES: 11-107 MERCHANDISE MART 
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ELECTRICAL 
MERCHANDISING 


CLEANUP 
For Cleaners 


It’s some promotion that sells 500 
cleaners in five days for 64 ap- 
pliance dealers—and that’s what 
Sues, Young & Brown had in Cali- 
fornia when they offered a free copy 
of Life with every demonstration, 
a subscription with every purchase 


he often accepted idea that vacuum cleaners 
are an appliance that should be left to door- 
to-door salesmen or stacked in the corner for 
the occasional walk-in buyer, has been refuted 
by a distributor and 64 of his dealers in southern 
California. When Los Angeles distributor Sues, 
Young & Brown, Inc., and a selected group of 
retailers tied in with a recent Life magazine 
advertisement of the Lewyt Corp., they proved in 
one week that intensive promotion will bring 
housewives into stores to witness vacuum cleaner 
demonstrations and that it will sell cleaners off 
the floor. 

Few, if any, vacuum cleaner promotions have 
been as intensive. Using the Lewyt Corp.’s 
full color page announcement of its 1951 model 
as the gimmick, (Life, Oct. 2), Sues, Young & 
Brown entitled its tie-in “LIFE with LEWYT”. 
As created by field sales manager Dick Southworth 
and promotion-advertising manager Peter Frank, 
the promotion’s eye-catcher was a special Life 
window display plus 4,500 lines of display adver- 
tising. 


How the Promotion Worked ... on the next 3 pages 


MORE THAN 2000 demonstrations of one brand of vacuum cleaner were given by 64 California appliance 
dealers in five days. Intensive promotion and local tie-in with a national advertisement proved that dealers need 
not consider cleaners as only a door-to-door item. Los Angeles dealer Harry Yeakel, above, demonstrates for 


five women who dropped in during their lunch hour. 


A Photostory by HOWARD EMERSON 


The come-on to get floor traffic was the offer 
of a free copy of the Oct. 2 Life to everyone who 
witnessed a demonstration. The closer was the 
offer of a free one-year subscription to Life to 
each purchaser of a 1951 Lewyt during the pro- 
motion week, 

Sues, Young & Brown, Life magazine and the 
cooperating dealers all contributed to the pro- 
motion. The magazine agreed to furnish 2,000 
copies of its Oct. 2 issue, 1,000 one-year sub- 
scriptions at wholesale price, material for 300 
window displays, plus mounted reprints of the 
Lewyt advertisement. Of the approximately 300 
franchised dealers in southern California, 64 were 
enabled to participate fully in the promotion. 
For them, $50 bought a package which included: 

1. Listing in each of the display advertisements 
in the Los Angeles Times, the Examiner and 
the Herald-Express. 

2. Material for window display and interior 
decoration, including an action window, product 
streamers, two-page colored stuffers, 16-page 
comic books, two-color accordion folders, and a 


combination nozzle with window. 

3. About 40 copies of Life, plus 15 one-year 
subscriptions. 

The distributor coordinated the promotion, 
placed the advertising, trained dealers and sales- 
men, helped set up displays, and assumed the 
difference between the $50 which each dealer 
contributed and the $112.23 that each promotional 
package cost. 

Results from the joint efforts: Sues, Young 
and Brown’s extra allotment of Lewyts was 
cleaned out long before the promotion had reached 
its week’s run and the distributor had a back- 
log of orders that was expected to take all its 
supply for months to come. From the dealers came 
glowing reports on the ability of the promotion to 
draw floor traffic for vacuum cleaners. Dealer 
Newman’s in Santa Monica sold 13 Lewyts during 
the first two days of the promotion; Walker’s 
Long Beach, completely sold out before the end 
of the week; the giant May Co. department stores 
ended the week without a single Lewyt—having 
even sold all their demonstrators. 
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Five-Day Cleanup for Cleaners (continued) 
Yo one in the industry considered it unusua 
N for such a promotion as “Life with Lewyt” 
come out of traditionally promotion-minded 
ibutor Sues, Young & Brown (Lewyt, Zenith 


, Coolerator, Speed Queen, MGM, etc.) Sut 


atin ie 
—— 


Fe gue ea 





motion are checked by, |. to r.: Peter Frank, Ed Dymek and Chas. Culbert of the men who will put it into effect in the field. Dymek (left foreground) 


1 ORGANIZATION. A ready-room conference as the physical parts of the pro- ? PREPARATION. With the promotion and its props prepared, it is taken to 
seely of Lewyt; Dick Southworth, SYB; and Lem Hall of Life. watches as Seely shows demonstration techniques to SYB salesmen 


P irtners Frank and Harry Yeakel are no strang- Philco, IH, Coolerator, Bendix and Speed Queen. 
DEALER YEAKEL ers to the vacuum cleaner business. Frank When Frank Yeakel signed with SYB for a 
was selling vacs long before there was a distrib “Life with Lewyt” promotion package, it was 

ng concern called Sues, Young & Brown—he’s recognition by an old-timer that vacs can be 

been peddling them for 27 years, the last 10 years promoted—that promotions will bring traffic to 


peddl 
COOPERATES and PROFITS from his store on West Seventh St. in downtown the store and that a concern with experienced men 
.os Angeles along with full lines of Westinghouse, in the field can use more floor traffic profitably. 


HE GETS IT PROMOTED. Included in the package 3 HE USES DIRECT MAIL. Dealers Frank and 
is the listing of Yeakel’s in display advertising. Harry Yeakel do not rely wholly on SYB’s news- 


1 HE BUYS A PACKAGE. SYB promotion manager ? 


Peter Frank, left, shows Frank Yeakel pieces of the 
him Showing proof is Jack O’Shea of the Herald-Express paper advertising. They have well-kept file of vac 


while SYB salesman Clarence Knapp looks on prospects, and use it as above for a Lewyt mailing. 


package promotion he will get for $50.00; tells 
that the cost will equal the profit on 12 Lewyts 
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to sell it to the Life organization. Aided by SYB’s 
vice president Charles Culbert, Southworth got SYB’s 
full approval and promise of cooperation. 


by South- 


York 


a 24-page mimeographed brochure wl 


WHAT TO SELL. A typical dealer meeting—in North Hollywood—as dealers 
get a thorough story on the combination rug nozzle from a visitor who ought 
to know—Paul Crocker, national sales training director of Lewyt Corp 


Back in Los Angeles, the promotion took 


lined the idea to all franchised dealers, Then 
major appliance sales, Ed 


Dymek, and his staff of salesmen took over to 


manager of 


bring the promotion idea into the field to the 
dealers at nine regional sales meetings. 


HOW TO SELL. The complete cleaner story and how it should be presented 
was given along with the promotional story at SYB meetings throughout 
southern California. Telling the story at this Los Angeles meeting is Ed Dymek 


ADVERTISED im 


LIF 





HE GIVES IT SPACE. With the help of SYB salesman Clarence Knapp, Frank 
Yeakel gives the choice traffic-facing spot in his window to the action 
arrows and banners were used to draw attention to display 


display. Streamer: 
Store traffic sales, however, played minor part in Yeakel’s campaign 
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HE TRAINS HIS STAFF. Lote in the evening, Yeakel assembles his trained, 
efficient door to door vacuum cleaner salesmen for a session in which 
he shows the 1951 Lewyt, shows them sales points which they will use to supple- 
ment the on-the-floor selling during the promotion. (See next page) 
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Five-Day Cleanup for Cleaners (continued) 


FLOOR TRAFFIC gets the story. Harry Yeakel gives the story on the Lewyt 7 
carpet sweeper attachment to several women who dropped into the store 


FUTURE SELLING is indicated. A prospect, in return for witnessing the 

Lewyt demonstration, receives a free copy of the current Life, which Harry 

during their lunch hour from a nearby upholstery shop. Yeakel’s, with a business Yeakel opens to the Lewyt advertisement. Prospect conveniently signs her name 
built on vacs, carries every name brand. and address which opens her to future home demonstration and selling. 





A GOOD PROSPECT hears the story. Walk-in prospect Betty McDonough, 
former stage and screen opera star, gets the full attention and a full demon- 
stration from Frank Yeakel who compares the past and present Lewyt nozzles. 


oe 
A SALE IS MADE. As Yeakel checks serial number for the sales ticket, new 1 
customer Betty McDonough signs her name and address on the form giving her 
a free one-year subscription to Life magazine 


EN ROUTE to the door with Betty McDonough’s Lewyt, Yeakel uses the 
opportunity to tie in his cleaner sales with his full line of white goods. 
Here he shows new customer the advantages of an up-to-date refrigerator. END 
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Under Price Control 
You Will Have to 


WATCH YOUR 
PRICING FORMULA 


Switching from mark-up-on-cost to margin-on- 


sales under price controls may land you in jail— 


and changing the other way may put you on 


relief. Here’s an explanation of these two com- 


plicated terms: what they mean, how they work, 


how to use them 


NDER price control, the way 
| you price your wares has much 

to do with the profit you earn. 
Many electrical dealers are destined 
for trouble if they do not clarify their 
ideas on pricing and follow a pre- 
scribed routine that will keep them 
out of financial difficulty and ward off 
penalties for the violation of price 
control regulations. 

Too many dealers price haphazardly 
because they do not realize that there 
is a difference between markup and 
margin, They assume that “markup” 
and “margin” mean the same thing, 
that the percentages are interchange- 
able and give the same result. In 
pricing under these two formulas, 
they use percentages to arrive at their 
selling prices, but they do not realize 
that, to use percentages intelligently, 
one must consider the basis upon 
which the percentage is calculated. 

The dealer who uses one pricing 
formula on the date when prices are 
frozen will suffer a loss if he switches 
to the other formula later on. If he 
was using the markup on cost formula 
and switches to the margin on sales 
formula, he can be penalized for pene- 
trating the ceilings. If he switches from 
the margin on sales formula to the 
markup on cost formula, using the 
same percentage figure, he will earn 
less profit than he anticipated, prob- 
ably go in the red. More than one busi- 
nessman realized this too late during 
the former era of price control. A little 
exploration of this important subject 
will benefit most dealers. 


The Difference is Important 


Although markup and margin utilize 
percentages to figure the spread be- 
tween cost and selling price, the basis 
of calculation is mot the same, even 
though the percentage figure used is 
the same. Markup is always figured on 
cost, margin on the selling price. To 
get the same percentage spread in dol- 
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lars and cents, the mark-up percentage 
must always be more than the margin 
percentage. 

When pricing, a dealer may assume 
that a 50 percent markup will yield a 
net profit of 10 percent, but he may 
not make the net profit desired unless 
he understands the tricks that per- 
centages play in business calculation. 
A percentage that may seem ample 
when the price is set may fall short 
of expectations when results are 
analyzed. This is because overhead and 
net profit in all fields are usually con- 
sidered in ratio to the sales volume, 
even when merchandise is priced ac- 
cording to the markup on cost formula. 


Shrinking Markups 


If a dealer buys $1,000 worth of 
goods, each article marked up 50 per- 
cent on cost, the volume will total 
$1,500 when sold. When the dealer 
makes up a profit and loss statement 
and analyzes results and he uses the 
sales figure as the basis of computa- 
tion, that 50 percent mark-up on cost 
will shrink to 334 percent margin on 
sales, to wit: 


Merchandise priced 
with the markup on cost formula 


Cost of merchandise 
Markup on cost 


Selling prices 


After the goods are sold, suppose the 
merchant analyzes results with the 
margin on sales formula: to wit: 


Sales volume 
Cost of merchandise. 


$ 500...33%% 


Margin on sales 


In both cases, the spread is $500, so it 
makes no difference which formula is 
used if the spread is ample to cover 
the overhead and leave the desired 
net profit. The danger lies in the 
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assumption that the same percentage 
can be used on both formulas and get 
the same results. In the foregoing ex- 
ample, 50 percent markup on cost gives 
$500. Figuring on the basis of sales, 
that same $500 is only 334 percent 
margin. If a dealer does not appreciate 
this important difference, and, as many 
do, after analyzing a profit and loss 
statement, uses the margin on sales 
percentage with the markup on cost 
formula, he will find himself in the 
doghouse on profit. 

For example, say that Dealer John- 
son’s condensed profit and loss state- 
ment reads as follows: 


- 66% 


...33%% 
. 28% 


. 5% 


If Johnson is not familiar with proper 
pricing practice, he may look at that 
334 percent margin and think that he 
will earn five percent net profit in a 
subsequent accounting period if he 
marks up his goods 334 percent. If he 
does this, his next profit and loss state- 
ment, assuming that it shows the same 
volume, will look like this: 


Margin on sales 
Overhead expense 


... $1,333.33 
Cost of sales .. 1,000.00 


-e++ $ 333.33 
. 425.00 


Markup on cost... 
Overhead expense ... 


Net loss 


Johnson assumes that 334 percent mar- 
gin on sales, ample to net five percent 
profit in a prior period, will produce a 
similar result when this percentage is 
computed on cost, but instead, he shows 
a loss of $91.67, about six percent on 
sales. We assume that his overhead in 
both periods remains the same, a rea- 
sonable assumption. Unless volume in- 
creases or decreases substantially, the 
overhead balances out fairly well from 
month to month. If it fluctuates widely, 
then management is bad and that can- 
not be corrected by the pricing system. 
It makes no difference which for- 
mula is used as long as the dealer is 
wise to the gimmick hidden in the 
percentages. From the standpoint of 
conformity, it is less confusing to price 
on the basis of sales because the profit 
and loss statement ratios are usually 
computed this way; hence, analysis is 
simplified. However, for those dealers 
who wish to mark up on cost, we offer 
this comparative table, the use of 
which should prevent them from mak- 
ing expensive boners when pricing 
under price control or in an economy 
free from price controls. Using this 
table as a guide, the dealer who finds 
he is earning 333 percent margin on 
sales knows that his markup should be 
50 percent on cost if he expects to 
maintain the same margin on the next 
profit and loss statement. If the margin 
shown on the operating statement is 
35 percent of sales, the markup should 
be 53.9 percent on cost, if the margin 
is 40 percent of sales, the mark-up on 
cost should be 66.7 percent, and so on. 
The mark-up percentage is always 
higher than the margin percentage. 


Markup 
Per cent of 


Margin 
Per cent of 
selling price 

— is equivalent to 
15.0 
18.0 
20.0 
22.0 
25.0 
26.0 
27.0 
28.0 
28.5 
30.0 
31.0 
33.3 
35.0 
36.0 
37.0 
38.0 
39.0 
40.0 
41.0 
44.4 
46.1 
475 
48.7 
50.0 

The analysis of business figures is 
as important as accurate recording. To 
analyze business figures properly re- 
quires an understanding of percentages 
and how they should be applied, be- 
cause business analysis is simplified by 
the use of ratios, particularly when 
making comparative studies. 

Of course, under price control the 
dealer cannot increase-his prices above 
ceilings ; nevertheless, he should know 
whether his prices are profitable. If 
computation shows that he is selling 
at a loss and he can’t increase his 
prices then he has an opportunity to 
bear down on his overhead. If he sells 
at ceilings without pricing his wares 
in the approved manner and does not 
analyze results afterward, or if he 
calculates prices on some hit-or-miss 
basis, he may lose money and not 
know it until his financial condition 
becomes precarious. 


Danger in Price Changes 


It is just as dangerous under price 
control to switch pricing formulas in- 
discriminately without changing the 
percentages used as it is in a period 
when no controls exist. In fact, under 
price control you have the added haz- 
ard of a penalty if prices are higher 
than ceilings because you unwittingly 
switch from one pricing formula to 
another. Then, too, in the second 
World War it was customary to per- 
mit a businessman to raise ceilings if 
he could justify the increase by his 
records. If the dealer does not price 
properly, he may have a hard time 
justifying such increases. 

In this war economy, the run-of-the- 
mill brand of business management 
will not suffice. You must utilize sur- 
vival-management, Accurate pricing is 
one important phase of survival-man- 
agement. Keep in mind the fact that 
the percentages used in pricing differ 
with the formulas. If you use one for- 
mula when pricing and another for- 
mula when preparing a profit and logs 
statement for analysis, change your 
percentage calculations as mentioned 
in this article. Confusion may result 
if you do not do this, plus probable 
penalties for exceeding ceiling prices 
and seriously reduced profits. End 
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LIMITED PARKING in the busy downtown streets of Cedar Rapids, lowa, was 
strangling the traffic of Standard Appliance Co. Prospects frequently rushed out 


No Place to Par 


When parking meters came into 


Cedar Rapids, lowa, the customers 
of Standard Appliance Co. began to 
go out. “Gotta put another nickel in 
the meter,” they said and, too often, 


NYONE tracing the rise of the 1. That a man sitting quietly in his 
A Standard Appliance Co., Cedar automobile while its tank is being filled 
ideal subject for an appliance 

onstration. So, Owen built his 
filling 
Vacuum 
\ugust, 


Rapids, Iowa, to a $450,000-a is an 


business and a reputation as the 


dealer in the state for certain ypliance business around a 


liscovers the fact tation (See Babes im the 


1 Woods, EM, p22, 


liances inevitably « 
ner Ed Owen under 


1 
employing 


stands the Cleaner 
1935) 
that give him 
in 
['wice in his 2 
hit upon funda 


whict 


in the middle of sales talks to put more nickels in the meters or didn’t come in 
at all because they could find no place to park 


0 Time to Buy 


didn’t come back. So owner Ed Owen 
moved to a location where prospects 
can park and shop in peace and he 
did it in a way that many other dealers 
with the same problem might study 


Now, the move of Standard Appli- 
ance Co. to a new drive-in location, ten 
blocks out from downtown Cedar Rap- nickels in the meters for them 
ids, marks a third major discovery: does no good. Buying major appliances 

That the parking meter has doomed _ is an occupation requiring leisure and 
it is best to put your store where it 
can be obtained.” 

That’s why Standard Appliance’s 
prospect interested in an appliance,” big 70x140 building (cost, $200,000) 
Les Edmonds, general man sits on its own half-block parking lot- 


the selling spell has been broken 
we have to begin all over. Put 


turn, 
and 


t y 
ting 


congested areas as locations for major 
appliance merchants. 


“Time after time we have gotten a 


leclares 


r, “only to have him say, ‘Oh, I’ve 
otten that parking and 
rush out of the store. Frequently, he 
ymes back and, if he does re 


' " ned 
meter : 1m 


never c 
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big enough to hold 100 cars. Partially 


to compensate for the reduction of traf- 
in its new area and partly to 


familiarize people with the new store, 
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ANNOUNCEMENT of Standard Appli- 
ance’s new location emphasized the ample 
parking facilities—a half b!ock area with 
room 100 car The ad also carried 
a slogan, ‘Always a Place to Park, with 


No Meter Worrie 


for 


OCTOBER 19, 20, 21 
9 A.M. to 9 P.M 











SIGN ATOP new store calls attention to parking space in rear. This picture was 
taken before new store was officially opened; windows are still covered. At right is 


suppl 
Gazette, plus 
Cedar Rapids’ three 
‘<d spread the word 


innounce 


p 
Orchids for the Opening 


5.000 orchids were o1 


Toman, the local florist, for 
its to women coming in on open- 


hundred knife 
were handed out 


Three sets 
knives each) 

with 

a Nash car topped the 

prizes. Food mixers, Cole 

man water heaters, RCA radio, Ad 
miral TV-radio, and a Philco refriger 
re among the The 

spread over three days, 


purchases, and a 


awards. 
was 

Friday and Saturday 
loughnuts were passed out 
Philco gi 


olass 


broiled under 
the drummed 
the opening by t 


ropositions 
proposition 


| 
i mer- 


1e best 
lising minds in Iowa were: 
A free TV lamp was given w 
Admiral TV-radio. 


(Continued on page 94) 


mmediate ith 
Some 5,000 invitations were 


t ld customers, 


direct mall ) I 
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OUR NEW DRIVE-IN 
APPLIANCE SHOPPING CENTER 


PARKING 
AT ALL TIMES 


* 


dealer Ed Owen, who discovered that gas station customers are good appliance 
prospects, successfully combined appiiances and gasoline. 


FEELING OF SPACE is even maintained inside the store. Despite the banks of 
washers on hand prior to the opening, there is still plenty of floor area 








Russell Brothers’ branch store occupies 


rented space in a self-service laundry— 


where it sells washers to laundry cus- 


tomers. 


But it’s profitable for both 


firms, because the laundry gets a com- 


mission and the Russells reach prospects 


in downtown Medford, Mass., that would 


never see their big store on the highway 


By 


DAVID L. ZAKON 


YOUNG housewife pushed a 

A nie of clothes into the West- 
inghouse automatic washing 
machine at the self-service laundry, 
closed the door, and looked at her wrist 
watch. There would be a 30 minute 
wait until the clothes could come out. 
A television set against the wall, show- 
ing a local football game at the time, 
caught her eye, and she went over to it. 
A salesman, noting her interest, was 
soon at her side, asking whether she 
would like to know more about the 
set’s special features. Yes, she would. 
She and her husband were definitely 





' 
aa 


gene 


4 


Lady ar the Laundromat puts her wash in one of the laundry’s machines. 


e laundry half of store from appliance displays. 


Customer Stealing .. . By Permission 


thinking of buying television and this 
model looked like what they had in 
mind. The salesman told her about 
that set and showed her other models. 
He also emphasized the reliability of 
the firm of Russell Bros. in installing 
and servicing their television sets. 
The woman was impressed by what 
she saw and heard. She said she would 
discuss the matter further with her 
husband and left the salesman her 
name and address. Two days later the 
same salesman was at her home, advis- 
ing her further on how to buy TV 
wisely and what the firm of Russell 


HALF-LAUNDRY, half appliance store, Russell Brothers’ downtown location 
in Medford, Mass., accounts for about five percent of firm's million dollar 


volume. 
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Laundry operators lose customers to Russells, but get a commission. 


Bros. could offer. A week after the 
salesman’s visit she came back to the 
showroom at the self-service laundry, 
this time with her husband, and a 
sale on a television set was closed. 

That has become an everyday occur- 
rence with Russell Bros. of Medford, 
Mass., since they set up a small show- 
room along the wall space at the 
Neighborhood Laundromat in busy 
Medford Square. It has been paying 
off with an average sale of approxi- 
mately 10 major appliances and sev- 
eral small ones every week since it was 
opened five months ago, making up 
about five percent of the company’s 
total sales volume. 

“Our idea in setting up the show- 
room at the Laundromat,” explained 
Bruce Russell, one of three brother- 
partners in the firm, “was to give us 
an additional outlet in the heavy traf- 
fic downtown district.” 


A New Group of Prospects 


The main Russell Bros. showroom 
is on Mystic Ave., far removed from 
the center-of-town shopping district, 
but along a heavily travelled road with 
plenty of parking space for motorists. 

“Our main showroom attracts many 
customers from the large number of 
people who drive by our place at 
night,” Russell added, “but we felt 
we were missing those people who 
don’t own cars and only see our place 
from the window of a bus or not at all. 
Our additional showroom at the self- 
service laundry is within their reach 
now. What is more, it attracts just 
the type of traffic we want, predomi- 
nantly housewives. They are the ones 
who know the needs of the household 
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Laundry Users 


Ey 


No barrier separates 


and initiate the desire to buy appli- 
ances.” 

The Medford appliance firm was 
able to arrange for this valuable down- 
town space because the setup was 
obviously just as beneficial for the 
neighborhood Laundromat. The own- 
ers of the self-service laundry, new 
in the area, recognized the value of 
being linked with the name of Russell 
Bros., known throughout the Medford 
area for the last four years. Customer 
confidence was gained at once by the 
tie-up with a reputable and well known 
company. 


Mutually Profitable 


It was also felt that each operation 
would draw the right type of traffic 
for the other, and that is exactly how 
it has worked out. The fact that sales 
of washing machines by Russell Bros. 
would eliminate some of their cus- 
tomers was considered by the owners 
of the self-service laundry, but they 
reasoned that such people would buy 
their own washers anyway and they 
might as well get a commission on the 
sale. 

“We had no trouble getting together 
with the owners of the Laundromat,” 
pointed out Bruce Russell, “because 
we had something to offer each other.” 

The downtown showroom, which 
extends about 65 feet along the wall, 
was put in at a cost of $300. Russell 
Bros. pays a rental for the wall space. 
(Overhead there is estimated at $30 
a week) and three percent on each sale 
to the Laundromat concern. The Laun- 
dromat manager, Philip Steele, is also 
given a separate commission of five 
percent if he closes a sale on appli- 
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Become Russell Customers 


With 30 minutes to wait for her wast! 


2 and playing with a television set 





Two days later the salesman makes a follow-up call at her 
as home, makes a date for another store demonstration. 


ances, thus giving him an incentive 
to interest his customers in the elec- 
trical items on display. 

The line displayed at the Laundro- 
mat of course is not nearly as complete 
as that shown in Russell Bros. main 
store, but it does include a varied 
selection of washing machines, tele- 
vision sets, refrigerators, vacuum 
cleaners, sewing machines, ironers, 
etc. A salesman is on hand every day, 
as well as three evenings a week. 
About 75 percent of the people who 
use the self-service laundry browse 
around and inspect the appliances on 
display, producing about 30 prospects 
on an average day for Russell Bros. 

At the Medford company there is no 
sitting around and hoping that pros- 
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> housewife fills in the time by inspecting 3 





pects will return. They are followed 
up by Russell Bros.’ staff of seven 
salesmen (directed by sales manager, 
Richard Russell) who call on them 
shortly after they have visited the 
showrooms. 

In some cases the customer who first 
came into the downtown showroom 
prefers to visit the company’s main 
showroom before making a final de- 
cision. 

Westinghouse 
exclusively 


machines 
at the Laun- 
dromat and are featured by Rus- 
sell Bros. at their display there. 
Women who use them regularly at the 
self-service laundry know their fea- 
tures first-hand and do not require 
demonstrations or lengthy sales talks. 


washing 
are used 


1951 


Closing the sale is easy after salesman gets both husband and wife to the store. 
a seven salesmen, all of whom follow-up outside. 


1 


In summing up advantages to date 
of maintaining the smaller, separate 
showroom in the downtown shopping 
district, Bruce Russell pointed out: 
(1) It is excellent advertising because 
it brings the company’s name before a 
large group of people not previously 
reached. (2) It displays washing ma- 
chines at a place where women are 
using them and becoming convinced 
of their many advantages. (3) It gives 
the company the prestige of an addi- 
tional outlet. Expansion spells success 
to the general public, and people like 
to buy from successful dealers. (4) It 
provides a steady stream of traffic of 
the right type, housewives who know 
the need for and value of appliances. 

Russell Bros. has had marked suc- 


In answer to a salesman‘s question she admits that she’s 
s interested in TV, gets a demonstration and a sales talk. 


Firm has 


cess in the electrical appliance field 
since opening a modest auto radio 
sales and service establishment in Med- 
ford four years ago with the aid of a 
GI loan. It is a partnership of three 
Russell brothers, Allan (in charge of 
service dept.), Richard (sales man- 
ager), and Bruce (office manager). 

In six months of operation in their 
first year they did $7,000 volume. In 
1947 they began to put in appliance 
lines and grossed $25,000. 1948 found 
them expanding further with the 
arrival of television on the scene and 
attaining a volume of $125,000. A half 
million dollar gross was shown in 1949 
and, according to late 1950 figures, a 
record volume of over $1,000,000 was 
indicated for the year. End 
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a 
HEAVY TRAFFIC on the sales floor of Streight Radio, Gary, Ind., results from HEAVY SERVICE results from heavy sales. Nine servicemen repair 100 sets 


firm’s heavy advertising, wide selection of models and lines and efficient service a day while field crews make as many as 78 installations 


18,000 TV Sets a Year 


Prompt installation and repairs, plus special services such as 
conversions to larger tubes, get the credit for Streight Radio's 
success in selling 60 sets a day at full list price in Gary, Ind. 


HEN people in Gary, Ind. mirror that runs the length of the room Even ; 
peo} g 
(pop 140,000), think 9 of From this room and three smaller evenings the store is so full that some 


buying a television set, they ones on the second floor, a 


iw sales average 39 sets. Some 


selection potential customer can’t get in 
think . Streight, because from any of 34 makes of television is 2. Use advertising when sales begi 
@ his i iking things offered to lag. Most of the advertising is in 
Work It is estimated that in 1950 18,000 newspapers, but the firm has a couple 
Serv lon is built his repu sets were sold by the firm’s three out- of spot commercials on an early morn- 
tion su he came to Gary 19 years lets. Besides the Gary store, Streight ing show of native Greek music. After 
ao. A dispatcher in the office gets has opened two others—one in Michi- an advertisement was run in a Wednes- 
@y complaints and gives the calls gan City in 1948 and another in day paper in early October, they had 
® one of the six repair trucks and one Kalamazoo, Michigan, early in 1950 20 phone calls and the store was packed 
@r when they call in after each job. One distinctive thing about the dis- all day Thursday. 
Besides the repair crew, Mr. Streight play television sets is that prices 3. Make a strong fight for sales. CONVERSIONS to larger tubes — 
1 t men each re displayed With 40 competitors, the firm must do of the most popular of firm's special 
- , p : services, take full time of two men 
product is , uportant much to keep people happy. Each day it 
Streight declares. “We never installs all the sets that were sold the 
the product. We day or night before. As many as 78 
still installations have been made in a 
ople single day. One salesman alone sold 


kit 4 day. 
, e 


inother is desired 


for anot 


vutting something over 
5. Have distinctive advertising. As 
rt 


institutional advertising is n 
y good, On the signature cut there 
in antenna that makes people think 
f Streight Radio Co. when they see 


an antenna on the roof of some home, 


IAQ haw 


lvertises what it 
k. Many television dealers 
with sets listed that they 


ads 
have on the display floor, but for 
the ill take orders. Streight 

a waiting li lor conver- 


Irom the V sets On FOREST of antennas on roof of store is 


firm's trade-mark, appears prominently in 
mediately. End all advertising 


1 satisfy almost 
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KEEP BETTER RECORDS 





Maybe you don’t keep inventory records on the back of a calendar or dip 
into the cash register for lunch money, but if you don’t know how much cash 
you should keep on hand or almost exactly what next month’s sales will be, 


this article is required reading for you 





Wisconsin dealer was more active than a 
Ax on a tin roof, but he found he never 
had any money in the bank. 

When his bills came in he dropped into the 
habit of paying on the second notice, starting to 
save up for the event when the first one came in. 
He normally carried about six to eight refrigera- 
tors on the floor and knew he should have more, but 
the bank laughed at him when he went to borrow 
the money for the additional inventory. 

That laugh is what started the wheels going 
around in his head. “I'll be dadgummed if I can 
tell why we are broke all the time when we are so 
busy,” he moaned to a distributor’s man. 


Things That Make Dealers Wonder 


started this dealer in 
search of the answer to what caused his jam. 
Most business men know when they are busy and 
active, when sales are being made, but they are 
puzzled at never getting anywhere. 


That crisis was what 


Into his store came a business management man, 
one of the new things that is being introduced 
to the appliance business through the distributor. 
He found that this dealer, though going like a 
house afire, hadn’t any idea where he stood. His 
records on inventory were kept on the back of a 
calendar. He had no accounts receivable ledger. 
[ “led some money for a new roof on his 

took it out of the cash register—“after 

noney, isn’t it?” He had no financial 
‘nts and no idea of forecasting his business. 
selling season coming on, he had only 
‘frigerators on the floor when he should 


in anticipation of the rising crest of 


He not only was losing trade, but he didn’t 
iow what became of 


what he had. 

It is the crisis, the kick in the pants, that causes 
dealers to look into better accounting methods. 
While retailers howl for more margin, they often 
can’t prove by the records that they need it. 
When something happens that brings a dealer up 
standing, he realizes the necessity for them. 

Dealers usually find out what a mess they are 
in when things like these happen: 

1. A robbery. How are you going to prove to 
the insurance company what you had in stock? 
You can’t do it without books. 

2. A fire. What insurance company will make 
good on inventory you can’t prove was there? 

3. Break-even point. How are you going to 
know how much business you must do to meet 
expenses ? 

4. No-money-down sales. What happens when 
no-money-down sales soak up all your capital? 

5 How are you going to 
get it with a financial statement that is no good? 

6. That old income tax. What to do when the 
Internal Revenue Department questions your re- 
turn? 

7. Improvements. Business is so good he takes 
on a new building or a new truck. Then it falls 
off. A trouble all due to failure to forecast and 
budget volume 


5. Borrowing money. 
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According to Dun and Bradstreet, between June 
1, 1948, and June 1, 1949, some 18,500 refrigera- 
tion dealers failed in business. That means 21 per- 
cent quit, at least one out of every five. 

Further analysis of the cause of the firms’ dis- 
solutions was as follows: 


Inadequate sales........... 33.4% 
Inadequate capital . . . uae te 
Heavy operating expense. . 13.7 
Excess fixed assets....... 11.4 
Inventory difficulty... ..... yt, SRS 
Receivables difficulty... .. 4.5 
Poor location... .. aa 1.5 
Other miscellaneous », 62 


Failure Sneaks Up on You 


Some 90.5 percent of the failures were the re- 
sult of inefficient management. These men did 
not court failure. They let it sneak up on them 
largely because they didn’t know what was go- 
ing on, 

Everybody is perfectly aware that the average 
small retailer is terrifically busy. He opens up, 
sweeps out, talks to all kinds of people, is en- 
grossed in a thousand and one little details of 
running a single-handed. The dealer 
doesn’t realize that keeping adequate records is just 


business 


like keeping a diary, is a habit you can get into 
like washing your teeth mornings. 

\ny business man who will give one hour a day 

yr an hour of his wife’s time—can keep adequate 
records, business management men declare. For 
a small investment, provided it is made on a yearly 
basis, the retailer can have some one come in and 
take care of the books. 


Plan a Year's Operation 


The dealer who does $100,000 a year volume 
should have at least $20,000 in capital. Of this, 
10 percent should be in cash at all times, 10 per- 
cent in fixed assets such as land, buildings and 
equipment. With a $20,000 capital he should be 
able to carry around $9,000 in receivables and the 
balance in inventory. If he makes a deal with the 
bank on receivables, his cash position is just that 
much better. 

One of the first essentials is to get the dealer 
to set up a budget, and to forecast the sort of busi- 
ness he expects to do (See “Budget Your 1950 
Business,” page 72, January, 1950, issue). It is 
easy to learn, with the help of the distributor, what 
kind of business is coming out of an area and it 
is possible with today’s present knowledge of peaks 
and valleys to estimate how much business on 
each appliance a dealer can do a month. 

It is possible for a dealer to learn to work with 
budgets, keep records of trade-ins, figure stock 
turnover, figure business percentages and to know 
the difference between margin and markup. 

The object of any business is a satisfactory 
profit and return on investment. The dealer in 
starting a budget system cannot expect that actual 
operation to match the budget figures each month 
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for the entire year. The way to operate success- 
fully is to lay out a plan of operation, then con- 
vert this plan into a dollar budget. First of all, a 
dealer should determine his total sales volume, and 
it should shape up something like this: 


Total 
Gross 
Profit 


$7,590 
3,150 
1,330 
1,800 
8,000 


Average 
Selling Total Total 
Price Sales Cost 


$230.00 $23,000 $15,410 
240.00 9600 6,450 
190.00 3,800 2,470 
50.00 6,000 4,200 
300.00 24,000 16,000 


Class of | No. 
Product Units 


Refrigerators 100 
Ranges 40 
Freezers 20 
Radio 120 
Television 80 
Water 

heaters 25 
Complete 
kitchens 12 


140.00 3,500 2,275 1,225 


3,600 
$75,900 $50,405 $25,495 


6,000 


After arriving at a satisfactory yearly budget 
a monthly budget figure should be prepared. A 
typical expense layout broken down monthly might 
appear as follows: 


Monthly 
Expenses 
$1,600 
1,600 
1,650 


Volume Required 
to Meet Expenses 


$4,780 
4,780 
4,925 
5,820 
5,820 
6,000 
6,570 
6,000 
5,045 
4,180 
4,780 
5,510 


January. 
February 
March ; 
EE Jats tat as 1,950 
LO ae 1,950 
June 2,000 
July... 2,200 
August 2,000 
September 1,700 
October. 1,600 
November 1,600 
December... 1,845 
$21,695 $64,810 

Next, the dealer should determine how many of 
each type of appliance must be sold to produce 
this volume. Here is an example for one month: 


Total 
Volume 
$1,150.00 
500.00 
190.00 © 
500.00 
1,800.00 
140.00 
500.00 


Average Unit 
Selling Price Sales 
$230.00 5 

250.00 2 
190.00 1 
50.00 0 
300.00 6 
1 

1 


Refrigerators... . 


i... are 
eee 
Television 

Water heaters 
Complete kitchens 


140.00 
500.00 


$4,780.00 


On trade-ins, since each one is an individual 
transaction, it is highly important that complete 
figures be maintained on each deal. A record? 
should be kept something like this: 





USED PRODUCT RECORD 


Acquired From a ues 


Address... i City 


Model No. Serial No. 


Sold To Date 


Estimate Actual 


$ 8.00 $ 6.00 
32.00 37.60 
2.50 2.75 
32.00 32.00 


Pick up charges. . 
Reconditioning costs. . 
RET AS 
Trade-in value (as is)... 


$74.50 


Inventory cost (tota! trade-in) $78.35 


Commissions. 


? ot 10.00 
Gross profit (anticipated)... . . 


15.00 


10.00 
11.15 


$99.50 
It is very important, to keep a close record of 


variable expenses. These are the ones that shoot 
(Continued on page 92) 


Total selling price. . 
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SALES AMMUNITION was dramatically presented to dealers 
by expert pitchmen like ‘‘Red’’ Hurst—who wrapped his half- 
nude body in a soaking wet sheet, then turned on the current 


Contests for everybody—dealers, salesmen and 


prospects—insured the customer contact that 


Wisconsin Power & Light needed to make its Cold 


Feet promotion of electric bed coverings sell 5,000 
units. And it didn’t cost dealers a nickel 


AKING a product that was not 

on allocation—the electric blan- 

ket—with low saturation (two 

rcent) in a cold state, the Wisconsin 

te & Light Co. went to the mat 

@arly this winter with a promotion 
Based on customer contact. 

There were prizes for advertising, 
for displays, for salesmen and for the 
public. 

But the new twist was a contest for 
sales people and dealers in which they 
made tape recordings of their own 
personal sales pitches. Each of the 42 
entrants received a booklet from utility 
promotion man M. R. Norton outlining 
the benefits of electric bed coverings 
for study. 


Recorded Sales Stories 


Norton or Vic Kahlman made the 
rounds with a tape recorder setting 
down these three to five minute sales 
stories which were later transcribed 
and judged. If the first was not the 
salesman’s best, he made a second and 
the best of the two was entered in the 
competition. In each of the 14 dis- 
tricts in the state the winner got $10. 
The grand winner of all districts re- 
ceived $50, with $25 for the second. 
After making a recording, each con- 
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testant that entered received a new $1 
bill. 

To get a hearing for salesmen’s 
stories consumers were invited to get 
entry forms for a contest on which, 
in 50 words or less, they could tell how 
the electric blanket might solve the 
cold feet problem in the family. The 
winner received a seven-day all-ex- 
pense trip to Florida for two people. 
The ten runners-up each won an elec- 
tric blanket donated by the manufac- 
turers. 

A sample “cold feet” entry (not the 
winner) went something like this: 
“Although I have a good cold feet 
warmer (my husband), I am sure he 
would appreciate my going to bed with 
my tootsies all nice and warm, and not 
looking like a woman from Mars in 
heavy pajamas and bed socks. They 
are not exactly conducive to good 
romance.” 

The dealers were eligible for another 
division of the contest—a “Sleep for 
Sale” affair. Each of the 35 who en- 
tered was judged on his floor and 
window displays, advertising in the 
newspaper and employee encourage- 
ment. Those who entered had pictures 
taken by Norton. The J. C. Penney 
store in Berlin won first prize of $50; 


second prize was awarded to Roy’s 
Appliance, Beloit, Wis., and $10 was 
given to district winner. All 
pictures were taken between Novem- 
ber 6 and November 17. 

Appliance dealers were not the only 
salesmen in contest competition, the 
power company’s own outside men 
were in one, too. The man who sold 
the most blankets was presented with 


each 


nt i or Bo aoe 


i ee ser 


DEALERS in Wisconsin Power's 14 sales districts were informed of the bed covering promotion at 
meetings like this one in Monroe, Wis., where Archie Lord of G-E Supply, bed-ready in nightcap 
and gown, exhorted retailers to participate 


WARM BLANKETS 


a replica of the millionth G-E electric 
blanket, worth about $100. To qualify, 
each man had to sell at least 25. Ten 
other G-E blankets were given to 
runners-up. To qualify, each had to 
sell 15 blankets. For each blanket 
sold between October and December 
the salesmen were given $5 and five 
points in the yearly bonus program. 
The two district sales supervisors 


Salespeople Recorded 


COMPETING for $50 first prize for best sales pitch, Mrs. Harold Buggs of Harold’s 
Appliance Co., Janesville, records her argument for the tape recorder of Wis- 
consin Power's M. R. Norton, who recorded voices of 42 contestants. 
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COLD FEET THEME was carried into floor and window displays. 








Consumers Wrote These Winning 
Entries in the Cold Feet Contest 


Grandma used a heated brick. Mama used woolen 
bed socks. I’m modern—I use a thrifty, electrically 
controlled “feather-weight” blanket for frigid feet 
to insure luxurious “right-for-the-night” warmth. 
It’s TOPS for health, because it takes energy to 
hold up ordinary cumbersome covers. 


When you're huddled up like a figure 2 
And your nose seems red and hands look blue, 
You'd like to sleep if you weren't so cold, 

But the pile of covers is too heavy to hold. 
Control varied temperatures with only a click— 
Use an electric blanket—all automatic! 


With cold feet one doesn’t sleep well. When one 
doesn’t awake refreshed one gets irritable. When 
one gets irritated one’s family suffers. When fami- 
lies suffer marriages break up. When divorce oc- 
curs one goes back to sleeping alone with cold feet. 
God bless electric blankets. 





The J. C. Penney store in Berlin 


won first prize for its window and this simple table of blankets featuring a pair of mannequin feet. 
Sign read: ‘“WANTED: Wives with cold feet to enter the . . . Cold Feet Contest.” 


FOR COLD FEET 


who had the most sales and deliveries 
(not lay-aways) were given blankets 
as prizes. Each had to sell at least 100 
in his district to qualify. To the best 
full time salesman in each office 
another blanket was presented. Power 
company employees were encouraged 
to buy blankets for their own homes 
and from 500 to 600 blankets were 
sold. This helped to achieve the all 


important point—creating a great ac- 
ceptance for blankets, sheets and com- 
forters. 

M. R. Norton declares that company 
salesmen can tell a better sales story 
when they add, “Well, I own a blanket 
myself and I find it to be the best for 
good rest and comfort. You don’t 
have to warm the bed or toss and turn; 
the bed is warm for you.” 


Sales Talks for Prizes 


PERFECTED TALK, achieved only after study of manufacturer's literature and 
tryouts on her own children, is used by Mrs. Buggs to convince a customer that 


his cold feet need an electric blanket. 
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Utility ran consumer contest, too. 


1951 


By FRANK 


The goal in Wisconsin is to sell 
5,000 blankets—and thus reach the de- 
gree of saturation that means ready 
acceptance. Many customers in the 
latter part of December came to the 
stores and bought blankets because 
(they said) they had just heard from 
friends who owned them and had 
heard how much enjoyment they 
brought to them. In the early phases 
of the campaign the weather was un- 
seasonably warm and people were not 
easy targets for wool blankets. 

One dealer, Roy’s Appliance, Janes- 
ville and Beloit, put 60 blankets out on 
trial. From these, eight were sold in 
the first few days, and all deals were 
made during the warm part of the 
season. 

“Many dealers didn’t push blankets 
enough and the expected response 
seemed low,” Norton said. “But some 
firms didn’t want to knock themselves 
eut on blankets when a higher gross 
profit could be made from some other 
item, such as a dryer.” 


Some Dealers Missed Contact 


Many dealers missed the advantage 
of having consumers come to the store 
to return the entry blanks. When re- 
tailers told the people to take the 
blanks into the power company offices, 
they passed up a chance of another 
contact and a chance to give the sales 
story on some other products, 

Many of the sales to the 137,000 
users of Wisconsin Power were not 
made from the appliance stores or dis- 
trict offices, but from department store 


outlets like J. C. Penney and McNeany 
in Beloit and the J. C. Penney stores 
in Janesville and Sheboygan. All of 
these stores had sold three to four 
dozen blankets. Not all had sold 
blankets last year. 

Advertising was run in each of the 
51 newspapers in the area to ballyhoo 
the cold feet contest. Five radio sta- 
tions carried spot announcements tell- 
ing the public of the contest and the 
benefits of bed coverings. Over 100 | 
inches of advertising were used in 
three teaser ads by Wisconsin Power. 
Others were placed by local dealers. © 

“Many dealers could have brought 
more attention to the entry form for 
the cold feet contest by having forms 
pasted on their windows,” Mr. Norton 
said. “Then people in their usual curi- 
ous manner would have come in to see 
what it was all about.” 

The campaign didn’t cost money for 
dealers as the utility and manufacturers 
furnished the idea, prizes and advertis- 
ing about the contest, and spent $5,000 
to hold 14 dinner meetings in each dis- 
trict announcing the plans of the cam- 
paign and giving a skit on the benefits. 
The company representatives made in- 
dividual calls to take the tape record- 
ings to improve the sales pitch and 
knowledge of electric blankets. 

The distributors, WESCO, GESCO, 
Graybar, Shaefer and Standard Elec- 
tric Supply furnished the advertising 
displays and prizes to dealers. And 
these distributors report the promotion 
as successful—their sales in blankets 
went up 300 to 400 percent. 
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SEVEN STEPS to a Refrigerator Sale 


: 1. CLASSIFIED ADS in display space reach a prospect at home, but 


THEY P 
SYSTEM INTO 


RENTA 


Classified ads reach the most and the 
best prospects for rental appliances for 
Steve's Appliances, Denver, which con- 


$300,000 worth of 


a loss-proof system 


verted rentals into 
sales in 1950 with 


the 
90 cents pet 


offer 


public almost ex 


week. The 
is carried to the 
, 
| 


lled to pre clusively by means of classified adver- 


her draw tising, which Stevenson believes is the 
nly practical means of reaching the 


} 


are the yuyer, 


Stevenson, head of Steve’ 


comments of Steve budget-minded, limited-cash 

“We began finding out surprising 
things about the rental system from the 
south of Denver in Englewood, Colo first,” “First 


rado learned that we could spread out 


Appliances, 
huge electrical dealership a few miles 
the Denver dealer smiled. 
and they sum up his thinking in we 
connection with ¢ 


novel rental program classified ads, 


which sold a $300,000 volume during 


and 
t of white space, to pro 
the store duce what was in effect a display ad on 


using heavy type 


* amounts 


larg 
1950 for 
These cost us from 
$10 to $20, but began immediately pay 
ing results. Since that time we have 
used two to five of them every day in 
the week, more on Sun lay, to let the 
limited-income buyer know that he can 
rent any new appliance at minimum 
We found that 
we sold $10,000 worth of refrigerators 
l tal ad 


the classified page 
First to Rent 

Stevenson was the first dealer in the 
Denver area to rent brand 
frigerators, sewing 
machines, home freezers and other ap- 
pliances, starting out in 1948 to sur- 
prise the public offer. He 
made a large share of Denver’s lower 
income residents sit up and take notice 


new re- 


washing machines, 


with the expense from our store 


from one single ren which cost 
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A SHE SEES other appliances which she may want to rent before 


us $11.75. Another about. the 
same cost, when traced back, sold 30 


sewing machines in 30 days. Of course, 


one at 


all such sales may require months to 
complete—but in all cases, it was such 
in ad which led to the rental, 


from l of the appli- 


and 
there to the sale 


ance.” 
Best Prospects From Rental Ads 


“Next, we soon saw that rental ads 
were helping us to contact the most 
valuable kind of prospect—the young 
married couple or new family moving 
into Denver with no refrigerator or 
other appliances to trade in. Our rental 
operations reached almost en- 
tirely people who are actually buying 
their first home avpliances. As a re 
sult, we have not had to bother with 
trade-ins on more than three or four 
percent of the rentals which turn into 
actual sales.” 

“Lastly, we're getting tremendous 
store traffic. We never rent an appli- 


have 


FEBRUARY, 


ance until the customer has come in to 
set up the contract in the store, which 
means that we get an opportunity to 
show the entire line, and learn some 
thing about the prospect. There are 
probably five times as many visitors to 
the store now as there were before we 
launched the plan, with a correspond 
ing increase in sales which have noth 
ing to do with the rental operation.” 

Systematization of the rental pro- 
gram is summed up by Stevenson in 
five points, These are: 

1. Advertise rentals heavily, 
eye appealing classified ads. 

2. Insist that the renter come in and 
make arrangements in the store. 

3. Set up the rental contract to in 
clude sufficient “rent in advance” to 
cover possible loss, plus haulage cost 

4. Insist that the renter choose care- 
fully the appliance which he is most 
likely to buy in the future. 

5. Follow up each rental customer 
regularly with the suggestion that he 


with 


1951—ELECTRICAL MERCHANDISING 





guided so thot she will 


6. HER CREDIT is checked, down payment made and option to buy extended to. . . 


apply the rent paid to the purchase 
pr ce. 
rhese pointers 


proverbial 


work out like the 
Steve’s Appli 
ances. With the steady use of semi- 
classified display type ads, the 
had to put in 


charm at 


store 
additional 
phones to handle prospects’ calls. All 
are told that they must come in to 
select the actual appliance delivered 
to their While in the 
each is put through a capsule demon- 
stration on all of the major appliances 
carried in stock. The customer is 
asked to take only the appliance which 
he feels honestly he would most likely 
buy in the future. (This saves much 
expensive haulage and wasted time.) 
“We make quite an issue of this point,” 
Stevenson declares. “Because we are 
certain that each renter is using a re- 
frigerator or other appliance which 
would be his natural choice in buy- 
ing, the converting the 
rental into a sale are multiplied many 


has two 


homes. store, 


chances of 


ELECTRICAL 
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times. I can’t emphasize this 
point too heavily.” 

\ glance at the dealer’s books re- 
veals that 75 percent of all rentals are 
sold within a 90- to 180-day period. 
To accelerate this process, Steve’s Ap- 
pliances sees to it that each renter, 
who may be a newlywed husband with 
a low salaried job, a new family mov- 
ing into Denver, a pensioner, etc., has 
a considerable investment in the appli- 
rented. First, the refrigerator 
renter, for example, must pay the 90 
cents per week rental fee in advance 
for three months. Next, he pays either 
$10 or $12, representing the cost of 
hauling the box from the store to home 
and back, into the sum and fills out 
an extremely searching credit ref- 


one 


ance 


erence form. 


Large Initial Investment 


“In this way, the renter invests 
around $25 to $30 before the box is 
delivered.” Stevenson says. “We then 


1951 


i 


T. 90 DAYS after rental, when salesman Harry Westfall calls to close the sale. 


allow him to credit three months of 
rental payments on the purchase price 
of the box, as well as the entire amount 
paid in for drayage. When we call 
back on the renter at the end of three 
months with this proposition, it is 
understandably attractive, inasmuch as 
he is probably well pleased with the 
performance of the appliance. We 
have set up an automatic callback sys- 
tem, whereby every renter is followed 
up in person by the salesman who 
handled the rental 90 days after it is in- 
stalled in the home.” 

As an example of how well this 
“early investment” plus the callback 
works out, one salesman rented 14 
sewing machines in a single week as 
the result of a rental display ad. When 
he called on the housewives using 
them 90 days later, he sold all 14 ma- 
chines. Net cost was $14 for an ad, 
plus the salesman’s time. 

As pointed out above, Steve’s Ap- 
pliances hit the huge volume of $300,- 


000 during 1950, most of which Steven- 
son credits directly to good manage- 
ment of his rental-sales program, “It 
is absolutely indispensable that the 
dealer rent new appliances,” he added 
“We are renting some used refrigera- 
tors and washing machines, but this is 
primarily to get them out of the way in 
the store. We’ve found that we can get 
rid of all worthwhile rebuilt refrigera 
tors in exactly the same way.” 


Stevenson Points the Way 


Stevenson’s effectual rental promo- 
tion is being studied by many appli- 
ance manufacturers who were sur- 
prised to find that he sold Colorado’s 
top retail volume of their products. 
The Denver-suburb store won prize 
after prize in national sales contests 
during the year past, and because the 
rental system is clear of any govern- 
mental credit restrictions, it expects to 
increase the turnover for 1951, avail- 
ability permitting. End 
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Cook's Tour 
For Customers 


Admiral-New York invited retail refrig- 


erator customers to see just how their 
new appliances—plus ones still unpur- 
chased—could be used to speed up and 
simplify the preparation of a holiday 
meal. Result: surer consumer satisfac- 
tion, more acceptance _ ih z 
HOME ECONOMIST Ruth Marie Jensh shows how to put the finishing touches to the turkey before a group of 


Admiral refrigerator owners from the New York area. Two-hundred were invited to the inaugural demonstration 
of cooking holiday meals. Ways in which the customer can save time and money were stressed to the women. 


MANY ITEMS, says Miss Jensh, can be fully or par BROWNING THE MERINGUE of a pumpkin ice cream 
tially cooked and kept in the freezer compartment pie in an oven heated to 500 degrees takes just a few 
days before the big dinner on Thanksgiving. She shows minutes. The ice cream is still hard even after heat- 
the cranberry sauce to two young housewives ing in the oven. 


SERVING a piece of the ice cream pie, Miss Jensh is 
asked a question about its preparation. This is one of 
many items like canapes, mint cocktail and cinna- 
mon nuts that are easy to prepare in advance. 


STRESSING the economy of storing left overs in the AFTER the demonstration various dishes are given QUESTIONS come thick and fast for the home econo- 
refrigerator’s freezer, Miss Jensh shows a roll of away to lucky ticket holders. The short course 
left-over turkey. The meat is rolled in dough and was so successful that Admiral plans to repeat it 
baked for 30 minutes in an oven about 350 degrees before other holidays. 


mist after hour and one-half demonstration. Refresh- 
ments were served to all who attended and free 
literature was distributed END 
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Three-dimensional, b e fore - 
and-after views of previous 
kitchen installations give this 
prospect better than a good 
idea of what her kitchen may 
fook like with a new dishwasher. 
Use of the viewer jumped dish- 
washer and disposer sales to 
$10,000 in one month, is a good 
reason why Zien Plumbing and 


Heating, Milwaukee, be- 


lieves ... 


One Picture is Wort 
200 DISHWASHERS 


OPERATING DISHWASHERS with plastic cases are used to show prospects 





Color slides which permit prospects 
to view before-and-after shots of re- 
modeled kitchens are credited by the 
Zien Plumbing and Heating Co., Mil- 
waukee, as its best tool in selling dish- 
washers and food waste disposers. 

“The three dimensional pictures help 
us solve our prospects’ problems in 
about 30 minutes,” declares Edward 
Zien. 

More than 200 slides have been 
taken with a Stereo-Realist camera to 
show different appliance arrangements 
in homes, Then the prospect can se- 
lect the items and arrangement he 
wants in his. 


Rapid Action 


The Zien crew of 10 trucks and 12 
men go into the home right after the 
breakfast dishes have been cleaned up 
and have the entire installation com- 
plete in time to be used for the dinner 
meal. 

“We don’t want the people to be 
without a sink for even one night,” 
Zien says, “because the speed of our 
installations has helped to make many 
new customers and to bring in other 
prospects.” 

Two weeks after each job is com- 
pleted, Zien makes a personal checkup 
and makes it a point to get the names 
of any friends who have asked about 
the units. Because of high neighbor 
interest in the first two weeks, these 
calls always produce good leads in 
addition to making sure everything is 
working properly. 


User is Best Salesman 


“We believe that owners will act 
themselves if we give them half a 
chance to sell their friends on such 
units. We found one can’t compete 
with the user as a salesman,” declares 
Zien. 

To insure the proper operation of 


asked each customer to have two sets 
of dirty dishes on hand when a unit 
is installed. The first set is washed by 
Zien’s crew and instructions are given 
during the demonstration on how much 
detergent to use and how the racks 
are taken out. Then the second set is 
washed by the customer. During this 
washing, she asks any questions about 
things she doesn’t understand. 


Contest Winner 


Advertisements in the Milwaukee 
Journal always mention that the firm 
has won the yearly General Electric 
contest for selling both dishwashers 
and disposers. An advertisement like 
this, Zien says, gives the people the 
idea the firm knows its product and 
inspires confidence in the work. 

Besides this medium, spot commer- 
cials are run on the radio station and 
a three minute movie film is shown in 
homes. 

Each year at the Milwaukee Home 
show live displays of both the dish- 
washer and food waste disposer have 
created great interest. Last year, with 
a 33-foot booth, Zien’s had two plastic 
models. all lighted with spots so people 
could stop and watch both in operation. 
About 40 units were sold at the show. 


Plastic Models Attract 


In the 40x60 display room of the 
store, plastic models are on display and 
prospects can see how they operate and 
ask questions about them. 

Zien’s has sold about 200 packaged 
units a year. For the food disposer 
alone, the average cost of the unit and 
installation is $170. 

Because the store is located in a 
neighborhood of better than average 
homes, the firm seldom is asked to sell 
on credit. Most of the payments are 
made in hard cash. But credit can be 
obtained through the General Electric 





how the appliance works, helped sell 40 units at Milwaukee Home Show. the dishwasher, Zien’s have always plan if anyone wants it. End 
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After airplane motors, washer repairs were easy for 
ex-Gls Phillips & Smith, but the way they built up a 
$100,000 volume was the hard way — taking every 
repair job they could get, advertising heavily, and 


following the advice of manufacturers 


TOTAL CAPITAL of Ralph Phillips and Kenneth Smith when they opened their 
Monroe, Wis., repair shop after World War I! was the skill and willingness 
of their four hands. After repairing airplane engines, washers were easy. 


By TOM F. BLACKBURN 


Both were mechanics in the Air a place from which they could drive Their utter willingness to go any- 


HE country is becoming a little 
tired of some of the ex-G.I’s, Ce 


the kind who polish their medals 
1 demand special consideration on 
yunt of their war record—then, 
rh laziness and inc 
breaks they get 
s from Monroe, 
smonstrated the 


which ex-servicemen can 


ompetence, 
way the 
But two lad 
». 6,182), have de 
real way by 
» top of the appliance ladder 

the South Seas, when the 

not talking about women, 
what they 


y] inning on 


I 
g to do after the war 
1 Kenneth Smith 


nd were 


Ralph 


ve a 


rps, whose job it was to keep motors 
in the transport planes functioning. 
Both were used to being soaked with 


1 and dirt, familiar with filthy jobs. 


Repair Shop Job First 


1 


As they set foot on U. S. soil 
men, five years ago, they got 
Milwaukee 
shop to learn the appli 
lifference in dealing 
with tolerances as close as one-10,000th 


as free 
jobs ina 
repair 

The 


machines 


washing machine 

ince trade 
with 
f an inch. and Sins et 

f an inch, and washers which ran 
one-350th of an inch made repairing 
Milwaukee 


Is sources 


like child’s play. In 
hey rubbed noses with vari 
[ supply of washing machine parts. 
| r over, they 


went shop- 


~h was well-to-do, 


SEWING MACHINES proved to be a natural in residential Monroe, but Phillips & 
Smith attribute much of success to fact that they followed makers’ advice. 
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to Milwaukee in their one-lung truck, 
ind a village that seemed to have op- 
portunity. The number of competing 
made no difference. Monroe, 
he Swiss cheese capital of America, 
beckoned and they set up shop five 
years ago in that had been a 
broken-down pool hall, right next to 
Without realizing it, they 
were also on the path to an A&P gro 
cery store, daily beaten by the good 
housewives of Monroe. 


lealers 


space 


1 saloon. 


Outdoor Calls Came First 


It was a repair shop that Phillips 


& Smith opened, and they drove their 


feeble truck to a frazzle going out 
ifter stuff, bringing it in, fixing it, 


skedaddling to Milwaukee for parts. 


where after business, plus their ability 
to make appliances work, attracted the 
town’s attention to the dungaree clad 
lads. Monroe was Swiss and clannish, 
but in those days folks had to have 
their utilities working, and the com- 
petition apparently was willing to let 
Phillips & Smith get their hands dirty 

First decorations in the store were 
posters of various appliances, and when 
the boys couldn’t get delivery on an 
item they were willing to bird-dog it 
On their trips to Milwaukee for repair 
parts they backed their one truck up 
to various distributors and rapped 
sharply on doors asking distributors 
to please sell them something. 

The great day arrived when veteran 
Marin Ebben of the Roth Distribur 


5 em 





LOW PRESSURE sales methods work best, should always include thorough descrip- 
tion of product, even to freezer insulation, says Kenneth Smith. 
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A WILLINGNESS to fix anything that wouldn’t run, even 
though it meant driving miles to get it and more miles to 


obtain parts, established a reputation. 


ing Co. gave them the Norge line. 
One of the things that impressed Mr. 
Ebben was the fact that here were 
two boys who didn’t wish to sit som- 
nolently in their offices and let orders 
come to them, but 
the bushes, running an eye over worn 
out appliances, 


were out beating 
and suggesting a 
3eing new in the business, 
Phillips and Smith listened to advice 
that told them that in the appliance 
business you have to spend money to 
make money. As a result, 


change. 


they spend 
four times as much for advertising as 
their nearest competitor. 

rhey are always on the lookout for 
resh, new promotions that will whip 
up the curiosity and desire of Monroe 
citizens. Even the 


their takit over th ne 


recent occasion of 


xt door space 





inside most of the homes in Monroe 


customer’s problems over a cup of coffee 


was the occasion for a free silverware 
deal that brought customers on the 
run and got a lot of new business on 
the books. 


Principals Call with Deliveries 


The principals of Phillips & Smith 
go out with their deliveries and see 
to it that the installations are properly 
made, properly operating, and prop 
erly understood before they leave. 
Incidentally, over a cup of coffee with 
their customers they get a lot of new 
angles. 

Also, the firm of Phillips & Smith 
are in the front row in every service 
training program, soaking up the how 
and why of the appliances sold. In 
iddition to their newspaper advertis- 
ing the store today sponsors a soft- 


EXTRA SALES come from a stock of freezer packaging materials, which Phillips 
& Smith believe belongs, appropriately enough, in the freezer section. 
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ball team, a bowling team, and the 
boys are members of the local country 
club. This is all done with the idea 
of keeping them in contact with the 
younger generation that is just getting 
married and is in the market for a lot 
of stuff. 

Despite the fact that they are cred 
ited with doing around $100,000 a 
year volume,—at a sales cost of around 
27 percent—neither of the boys lays 
claim to being a crackerjack 
man, 


sales- 
Their method of working with 
prospects, which is good in rural dis- 
tricts, is to have a complete mastery 
of the about construction and 
operation of the appliances they sell. 

On a home freezer presentation, 
witnessed by your correspondent, Ken- 
neth Smith pointed out to his prospect 


tacts 


REPAIR JOBS and installations gave (and still give) the principals of Phillips & Smith an opportunity to get 
By making deliveries personally, they get a chance to discuss the 


the piano hinges, the non-frosting 
door, and dug up the cross section 
showing the amount of insulation. He 
purposely passed up several chances 
to close the deal, because the farmer 
and his wife said they had promised 
to look over a home freezer 
offered by another store. 


being 


Rural Trade Formula 


Idea of selling rural trade, said Mr. 
Smith, is to do the following things: 

1. Give a good demonstration, show- 
ing every detail, 

2. Suggest that the prospect go out 
and do some comparison shopping. 

3. Switch over and tell them about 
their service, how far out they go, and 
how they take care of things 

(Continued on page 88) 


TRADE-INS are resold from the basement and are the one exception to the 
store's rule of a 27 percent markup to cover the cost of doing business. 
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Home Service Helps the Dealer Directly . . . 


PRODUCT INFORMATION passed on by Alabama Power home service repre- 
sentative Jacqueline French will be turned into sales information by dealer 
Jack Wolf of Eufala 








AT STORE OPENINGS, as well as at special demonstrations, Alabama Power 
representatives greet customers, explain and demonstrate products. The utility, 
as do others, makes home demonstrations as a followup to dealer sales. 
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HELPFUL SUGGESTIONS on selling are available to dealers on request. 


Henry 


Worrell of Sears-Roebuck, Mobile, needed tips on lighting merchandising—and 


got them from Mrs. Florence Austin. 


HOME SERVICE IN 


Need efficient demonstrators for a store opening? 


product information, or 


tomers? Those unsung 


By A. B. WINDHAM 


AKE a look at the activities of 

Miss Edith Hitchcock, human 

dynamo in charge of the home 
service division of the Alabama 
Power Company. She and her staff 
of 44 service and lighting experts 
have been pace setters in the southern 
home service field for years. They live 
it, breathe it and preach it every mo- 
ment of the day. Home service, as 
practiced by Miss Hitchcock and her 
associates, serves a two-fold purpose. 
She describes it in words as neat, trim 
and efficient as her own businesslike 
appearance. 

“Home service, to be successful, 
must accomplish two goals,” she de- 
clares. “First, it should help the retail 
dealer sell more appliances, and sec- 
ond, it should spread the doctrine of 
electrical living.” 

That's the solid base on which Miss 


FEBRUARY, 


Or 
selling tips—or even new cus- 


heroines of merchandising the 


Hitchcock and her staff work, and this 
work includes a little bit of everything 
that can possibly contribute to the suc- 
cess of the two-fold program. If it’s 
a contest idea, a kitchen designing 
service, a school lighting program, a 
group lecture or simply a set of hints 
and suggestions for saving steps in 
the kitchen, she has it and is ready 
to pass it on to the dealer or some 
group which will put it into practice. 

Some members of Miss Hitchcock’s 
staff are cooking school specialists, 
some are home freezer experts, others 
know refrigerators inside out, and still 
others can do things with laundry 
equipment that would draw the ad- 
miration of a magician. These workers 
know every model and every type of 
kitchen appliance on the market. Half 
of her staff are lighting experts who 
specialize in conducting lighting 
programs in schools, working with 
fixture dealers and wiring groups. 
They encourage better lighting and 
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... And Indirectly Through Consumers 


~€ 


HOME DEMONSTRATION by Miss Helen Goode, home service representative, 
teaches a Mobile housewife to appreciate good lighting—which in turn will 


make her a better prospect 


ACTION 


home service girls, are pro- 
viding them all the time 


at Alabama Power Co. 


adequate wiring through lectures in 
the classroom, contests and take-home 
literature for pupils. Her offices are 
frequently consulted by state and 
county home service representatives 
for help in lighting programs. 

Running a home service department 
is not an easy job. If it is successful, 
it’s that way because of a lot of hard 
work which goes on behind the scenes. 
The task of training an efficient staff 
is, in itself, a major problem to every 
home service director. 

“In choosing home service person- 
nel, I look for intelligence and energy,” 
says Miss Hitchcock. “Every girl in 
the department has to be a salesman; 
she has to inspire confidence in the 
dealer she is going to help sell, and 
in the housewife she is going to ad- 
vise; she has to meet all kinds of 
people in all walks of life; she has to 
be something of a diplomat, a teacher, 
a Girl Scout and a _ professional 
listener all combined in one.” 
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Alabama Power's Edith Hitchcock 


In the Alabama Power building at 
Birmingham Miss Hitchcock main- 
tains a “working laboratory” in the 
big home service center. On the 
ground floor of the building there is 
a model kitchen, equipped with seven 
different name brands of electric 
ranges and as many refrigerators. 
There is also laundry equipment, cabi- 
nets, freezers and a wide variety of 
mixers, toasters and other small house- 
wares. There are also lecture and con- 
ference rooms where school groups, 
home economics classes, dealer sales 
people, club units and other groups 
may gather for instruction. The rooms 
and equipment are in constant use. 

Two thousand dealers and 50,000 
housewives have been helped by Miss 
Hitchcock’s department. Home serv- 
ice, as operated by Alabama Power, 
is helping retailers all over the state 
boost sales volume in electrical appli- 
ances and is spreading the gospel of 
electrical living. End 
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COOKING SCHOOLS, one of the oldest ways to reach consumers, is still one of 
the best—even rain won’t keep them away. Alabama Power puts on a score or 
more of such schools every year, creates thousands of electric range prospects. 


EDUCATION in electrical living is advanced by the constant use of Alabama 
Power's extensive kitchens and conference rooms where groups like these women 
from the State Department of Education learn to use the best methods—and 
to use them on the best equipment. 


CUSTOMERS OF THE FUTURE are not overlooked. After home service repre- 
sentative Julia Bullock gets through with these Vigor High School girls they'll 
know something about cooking—and be convinced that electricity does it best. 
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at Happens 


a 


| OLD-FASHIONED sinks and inadequate wiring are two of the problems being met SINK OPENINGS too smal! to accommodate disposers were a major problem, so 
and conquered in the installation of food waste disposers in 1,300 Jasper, Ind Engineer G. E. Roney (bottom) developed this routing machine which enlarges 
homes. Many homes have only one fuse and one circuit; meters are on porches holes without damaging the porcelain 


...A Whole Town Buys Disposers 


Because pigs got sick, 1,300 families in Jasper, Ind., 
bought food waste disposers and created the industry's 
biggest installation problem—solved by special tools and 
techniques at cost of only $32 per unit 


AHIS is ft 4 o1 or met thr gla S pipes \ deal was made 
chandising triumpl t is a re whereby each Jasper family could 


port on an xpert 1 in? ive a food waste disposer nstalled 
5, including plumbing and wir- 
t (ELECTRICAL MERCHANDISING, 
lth bage february, 1950, p. 124 and April, 
5,800), blamed 50, p. 220.) 
phe, stopped x. E. Roney, manufacturer’s engi- 
faced with a  neer, moved into Hotel Stewart to 
uma, found several alternatives. upervise > activities. Local plumb PIONEER in city-wide use of disposers was Jasper’s mayor, Herbert 
Garbage 1 up | farn cost e! rot $15 for each job, the elec- E. Thyen, who did much to sell fellow townspeople on the idea 
, 1 up by t 1 $16.95. an he city 60¢ pe Good-businessman Thyen also got a bargain-counter price, $75 
ie city lisposal ix central Ri ety Sl paper work per unit, including installation 
grinder, $1 ick-up by the city plus 


burial, $1 


> a Adapting to Old Sink 


] t > ’ h Y ; lie ! ’ ; + eA - - - - ’ , £ 
vaste disposers, e t first Most families had old sink h rs are ; ird horsepower and draw care of the extra flow of waste foods 


) were not willing t 28 amperes. Operation costs under Jas- into its waters. Experts declare that 
would Roney developed a device for grind per rates are about 8¢ a month per these disintegrate exactly like sewage, 
per sized opening in these family. and that fats, through emulsification, 
Mayor Herbert E. Thy found that o accommodate the di r, withot Naturally, in any attempt to swing do not rise to the top, but sink and are 
e families who had hei aging the lain enamel, Thi 1 whole community over to a new digested. There is no stoppage of bac- 
ymes liked them, hopped he bat } ween the t significa ‘ system of any kind, there are 


ethod was ut, i va llars t 


; those terial action. 
that buck. While there are 1,300 : 
faeaili , “1 i ee , Other Cities May Adopt Pilon 
ies WhO Will eventually Nave dis 

in their homes, some ten have Approximately 15 U. S. cities are 
incelled out for one reason or an considering switching to food waste 


Following tests, a d nstrator was’. porc! he 1 on directly wit other. They will have to burn or bury disposers as Jasper did, according to 


Citizens See Demonstrations 


the mayor fice, ters th ers, running fused, second ci their own garbage. E. J. Zimmer, expert with the Chicago 
vast n’t uit labl The city’s $240,000 sewage treat Plumbing Testing Laboratory. Sup- 


plant has been enlarged to take (Continued on page 96) 
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In (95 LEWYT 
QUBLES 


ADVERTISING! 


Twice as much national magazine advertising—and the industry’s 
greatest national-plus-cooperative outdoor poster program! 


If you thought Lewyt’s national advertising program was a sensation last | 
year, read on! This year, it’s twice as big, twice as powerful, twice as profit- 
able for you! You’ll hardly be able to pick up a national magazine without = 
seeing a big Lewyt ad—or drive the highways without seeing a colorful 
Lewyt poster! And Lewyt’s record-breaking national advertising drive is © 
supported by the best organized cooperative program in the entire appli- 
ance industry! 

No wonder dealers are selling Lewyt’s right off their floors in volume! 
No wonder the Lewyt franchise is one of the most sought after in the entire 


appliance industry! 
* 
DO IT with 


Fouad sed Dy a | oe ai | L EWYT 
. Gearebloed by > i 


oe , WORLD’S MOST MODERN VACUUM CLEANER 





Laboratories 
LEWYT CORPORATION, Vacuum Cleaner Division, Dept. 2, 76 Broadway, Brooklyn 11, N. Y. 


ELECTRICAL MERCHANDISING—FEBRUARY, 1951 PAGE 73 





DEMONSTRATE RANGES WITH PANCAKES: At the National Television and Electrical Living Show 
in Chicago, Estate Stove found that making pancakes is an ideal method of demonstrating an electric 
range. A pleasant aroma, golden brown color, melting butter and syrup go to make up a pleasant, 
easy and inexpensive demonstration that can be readily copied In this case, Aunt Jemima did the 
baking. A dealer's home economist could take care of it just as well 


PARTICIPATE IN LOCAL EVENTS: By taking part in the dedication ceremonies of Baltimore’s Friend- 
ship Airport, Television Co. of Maryland built business and won first prize (a 1950 Cadillac) in 
Du Mont’s Hanover contest. Two Hanover TV sets, to be given to crippled children’s hospitals in Balti- 
more, were flown in an Eastern Airlines ‘Speedpac’’ (shown above), which was fastened to the belly of 
the plane. Throughout the ceremonies the sets were displayed next to the speaker's stand. 


INSTALL A WINDOW FAN: Victory Sales and Service Co., 
Milwaukee Ave., Chicago, found that a Vornado window 
fan would fit nicely over the transom of its front door, 
where it serves as a demonstrator in a typical installation. 
George Kohler, salesman for the firm, is pointing. 


DISPLAY AND TEST BULBS ON RACK: Using this 15-foot 
rack over the counter, clerks at Turner’s Electric Store, 
Clinton, lowa, can display as many as 140 bulbs of any type 
or size. Individual switches turn them off and on. Labor 
and materials cost $278, plus $10 for strip chrome plating. 
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Chartreuse and coral vorkroom color scheme 
salad bowls very versatile 
in furniture 
Vinyl plastic ep 


Victorian antiques give character mj to room 


Pressure pan cooks whole meal in half hour 


Candle warmer keeps fi after-dinner coffee hot 


Ice-filled rolling-pin makes flaky pastries 


Haroty headlines you'd expect to see in a farm magazine, 
are they?...But all of them came from the homemaking pages 
of one recent issue. All of them represent topics of immediate 
interest to SUCCESSFUL FARMING women readers and represent 


the type of current purchases of these women. Because 





SuccessFUL Farne itself represents one of the best class 


markets in the world today. 


With almost-a-million of its 1,200,000 circulation in the 
fifteen high production Heart States, SF serves the farm families 
with the best land, highest investment in building and equipment, 
best crops—and an average income a good 50% above the US 
farm average! These farmers have had ten years of unprecedented 
prosperity, and their homes are now getting the benefit of their 
high incomes!...Lightly touched by general media this market 
is deeply penetrated by SuccessFuL FarMInG...offers the best 
appliance sales audience in the US. Full facts, any SF office! 

* SuccESSFUL Farminc, Des Moines, New York, Chicago, 


Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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HEATER 
HEADQUARTERS 


NEW- 


Vented Circulator 
For Large Areas 


A beautiful design, finished in rich 
brown porcelain enamel. Just the 
kind of heater required for schooi 
rooms, shops, stores, laboratories, 
small homes. A 16” fan directs warm 
air through the front louvres down- 
ward across the floor. During hot 
weather, the fan can be used as an 
air circulator. A.G.A. approved. 34” 
high. For use with any gas. 


Model 6450-F is 22” wide— 
37,500 or 45,000 B.T.U. 
Model 6600-F is 28” wide— 
50,000 or 60,000 B.T.U 


NEW- 
Utility Heater 


You can make quick sales with this attractive 
new model—at good profits too, because it’s 
sturdy and reasonably priced. Finished in 
brown or white porcelain enamel. Reflector 
and dress guard, chrome plated. Equipped 
with double radiants and cast-iron burner. 
A.G.A. approved for use with any gas. 12,000 
B.T.U. 16” high, 11” wide, 634” deep. 
Model 2123 for L.P.G. gas 

Model 2123-B for Natural and Mfg. gas 


TODAY’S BEST PORTABLE IRONERS 


They Sell 
Like Hotcakes 
at Good Profits 


for Dealers 








Motor is entirely enclosed in 21” roll. Thermostatic heat control. Weighs 
only 30 pounds, easy to carry anywhere in the house. Finished in gleaming 
white baked enamel and chrome. There are two models—both priced for 
volume selling. 


See these and other Armstrong Products at your Job- 
ber’s or write for literature and discounts on gas and 


electric heaters, portable ironers and lawn sprinklers. WHEN 


IT’S AN 
RMSTRONG 
DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 





PARTITIONS DIVIDE the New Home Appliance Co., Denver, into several specialty 


stores rolled into one. 


| Divided Showroom 
Prevents Distraction 


Permanent partitions offer privacy to 
customers of New Home Co., Denver 


HE equivalent of several appli- 

ance stores in one, and a “door- 
step atmosphere” in presenting every 
appliance carried in stock, were the 
objectives Joe Franks, a veteran of 15 
years of specialty sewing machine pro- 
motion, had in mind when he laid out 
the New Home Appliance Co. store in 
downtown Denver, Colo. With the 
aid of $15,000 he achieved it. He di- 
vided the floor into five long aisles by 
installing permanent tile-faced parti- 
tions, each 30 feet long and five feet 
high, running parallel with the street 


No Interruptions 


The five aisles are lined, respec- 
tively, with refrigerators, ranges, auto 
matic and conventional laundry equip- 
ment, sewing machines, and electric 
housewares. The first section holds 
20 refrigerators, spaced a few feet 
apart and designed to give a “gallery 
of famous names” in all sizes down the 
two sides. Within each separated area 
are chairs or a comfortable couch for 
prospects to use during demonstrations. 
Once seated, the prospect finds con- 
centrating easy, since the partition 
prevents activity in other parts of the 
store from corraling her attention. As 
a result, New Home is closing show- 
room sales in about half the time which 
Franks finds is required in other 


stores. 
Salesman Setup 


[he store is headquarters for six 
utside salesmen, all 
specialty canvassing, and all hand- 
Franks. Each man spends 
most of his time on outside calls, and 
eight percent 
compensation 


veterans of 
picked by 
commission—the 


the 
. except for a draw during a one- 


gets 


only system store 


FEBRUARY, 


month training period, during which 
the novice works every section of 
Denver with a veteran’s guidance. 
Franks believes so strongly in door- 
bell ringing that he is willing to ring 
every bell in a block in order to make 


a single sale 





The best way to make a suc- 
cess of the electrical appliance 
business is to keep one eye on 
the world—and the other eye 
on the cash register. 
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“It has always been our store’s 
policy,” continues Franks, “to do as 
much cold canvassing as possible, any- 
where from 20 to 30 calls per day per 
man. We're trying to get the staff to 
ippreciate the results you can get on 
the law of averages, if nothing else.” 


Outside Salesmen in the Store 


Each salesman has a key to the store, 
and can make evening appointments 
for any hour he chooses. Ninety per- 
cent of all major appliance sales are 
being made in the store, despite the 
fact that the contacts and actual spade- 
work are done in prospects’ homes. 
One New Home’s model 
laundry, one of the largest and most 
efficient in Denver, enclosed in a sep- 
arate room in the left rear corner of 
the store. It’s not at all unusual for 
a New Home salesman to gather up all 
the soiled laundry he find in a 
prospect’s house, hop in the car, and 


reason 1S 


can 


help her put the entire wash through 


right in the showroom. End 
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No other receiver can match the thrilling realism of 


It’s the perfect way to enjoy television. 
Huge 24-inch tube gives pictures as 
large as a newspaper page—356 


square inches of the clearest, 





brightest television yet . . . Special 
Stromberg-Carlson circuits permit 
operation at full-brilliance without 
distortion . . . Exciting tone with 12-inch 
concert-type speaker and famous 
Stromberg-Carlson audio system . . . 
Compact, graceful cabinet in 
mahogany veneers, completely 
hand-rubbed. Dimensions, 46” high, 
38” wide, 25” deep. 


The RADCLIFFE 


“There is nothing finer than a STROMBERG-CARLS(¢ IN’ 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Corlson Co., itd., Toronto 
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EVANS Gives fous 


1. THE FEATURES 


NO MATTER WHAT LINE YOU NOW HANDLE, the Evans 
line gives you features that are head and shoul- 
ders above competitive makes . . . no doped up 
gadgets that spell sales and service trouble but 
real sales advantages like fan-forced, floor level 
heat, Heatwave blower, simplified lighting, the 
amazing Humidifan that provides home condi- 
tioning 12 months a year . . . advantages that 
your customers want and need. 


2. THE STYLING 


NO MATTER WHAT LINE YOU NOW HANDLE, the Evans 
line gives you styling that is head and shoulders 
above competitive makes . . . beautiful furniture 
piece styling that blends with any home furnish- 
ings; blond or mahogany; modem or traditional 
... Evans .. . the first to have low-boy console 
styling, set the standard of the industry with this 
important development. 


... that every customer wants 
in the most complete line in the industry 
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3. THE PERFORMANCE 


NO MATTER WHAT LINE YOU NOW HANDLE, the Evans 
line gives you performance that is head and 
shoulders above competitive makes . . . Evans 
heaters provide nearly twice the radiant heat 
output of conventional heaters .. . Evans big heat 
transfer surfaces get more heat from every drop 
of fuel... Evans engineering and design permits 
easier service than conventional heaters. 


4. THE PRICES 


NO MATTER WHAT LINE YOU NOW: HANDLE, the Evans 
line gives you prices that are genuinely competi- 
tive. with other makes .. . Evans gives you real 
sales value to talk about at “sharp pencil” prices 
customers can afford to pay . . . margins that 
give you room enough to “swing” the deal 
without sacrificing all your profit. Evans EXTRA 
features, Evans EXTRA value, Evans EXTRA per- 





formance, give you the edge almost every time. 





Heating and Appliance Division, Plymouth, Mich. 
in Canada . . . The Eureka Electric Co., 
Kitchener, Ontario 
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IP 
MORE Power to Manpower 
use CLARK powered HAND TRUCKS 


ONE BASIC DESIGN 
TWO POWER TYPES 





MORE POWER! + AUTOMATIC ACCELERA- 
TION « TAKES BATTERY UP TO 19-PLATE 

* SHORTEST TURNING RADIUS « FIRST IN 
GRADABILITY, IN ACCESSIBILITY FOR 
MAINTENANCE * MOTOR MOUNTED 

IN DRIVE-WHEEL 


eens tact 
\ 


— or 


* 24-HOUR RAMP SERVICE! + HEAVY-DUTY 
VANE-TYPE HYDRAULIC UNITS FOR HIGH 
EFFICIENCY AND DURABILITY + AUTO. 
MATIC TORQUE MULTIPLICATION + 

TOPS FOR SMOOTHNESS AND 

EASY CONTROL * MOTOR 

MOUNTED IN ORIVE- 

WHEEL 


(WA ——— ae 
-. Wd 


Chere’s A SURE WAY TO GIVE MORE POWER To man- 
POWER! —Simply install Clark Powered Hand Trucks. You 
multiply many times over the amount of work a man alone 
can do. The men are better satisfied, too—and they’re 
worth more to themselves as well as to you. Production is 
boosted, accidents and injuries are decreased, employee 
relations are improved, economy is strengthened. 


Rich returns in time and money available to you in 
these revolutionary new materials-handling machines— 


Vv Be sure to see the CLARK EXHIBITS at the 4th 
National Materials Handling Exposition, Chicago, 


More power for your manpower can April 30-May 4, 1951. 


ore CLARK 


Truck Book. We'll ELECTRIC ano GAS POWERED 
AND POWERED HAND TRUCKS 


FORK TRUCKS: 


INDUSTRIAL TOWING TRACTORS 


be gled te send 
you @ copy on 
request. 


INDUSTRIAL TRUCK DIVISION + ~ CLARK EQUIPMENT COMPANY « BATTLE CREEK 136, MICHIGAN 
Please send: () Powered Hand Truck Book [) Condensed Catalog 
ee 

Firm Nome __ 


Street__ 
—— 
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Pots and Pans Plug Profits 


Household and kitchen wares are a big 
help in selling major appliances for 
the Whitten brothers of Memphis, Tenn. 


HE Whitten brothers of Memphis 
Tenn., know that housewares are 
a big help in selling appliances. 

“We carry almost everything that 
a housewife is likely to need in her 
kitchen,” explains DeWitt Whitten, 
who with his brothers, J. B. and H. B. 
Whitten, owns and operates two hard- 
ware and appliance stores in the Bluff 
City. “We have found that if you sell 
them pots and pans regularly, they 
come back for major appliances when 
they need them.” 

For this reason, the Whittens dis- 
play their appliances right along with 
their housewares. On their counters 
may be found such items as coffee 
cutlery trays, water buckets, dishpans, 
footstools, ironing boards and 
decorating sets, as well as a full line 
f hardware. But the counters 
taining these housewares, in both of 
the stores, are so arranged that buyers 
who desire to shop from them also get 


acl 


pots, 
cake 


con- 


ose-up view of refrigerators, ranges 
ind television sets. 

“We try to create the 
that the one-dollar 
is much 


impre ssion 
customer gets just 
attention in our stores 
the $500 customer,” says Mr. 
“That’s why our direct 
ing, radio plugs and 

invite the buyer to come in and shop 
for a kitchen knife, basket 

set of dishes, casserole ot 
to get them 
friends 


as does 
Whitten 
mail advertis 
newspaper ads 
a waste 
a saucepan, 
driver. We 
into the store, make 
tomers of them, and get them into the 
habit of shopping with us. Demon- 
strations and sales of major appliances 
usually follow as 


screw want 


and cus 


a matter of course.” 
Traffic Pullers Featured 


Right in keeping with the Whitter 
plan of utilizing the appeal of house- 
hold gadgets as a means of making 
major sales is the give-away and cut 
price promotion routine h_ the 
firm uses periodically. To spur traffic, 
the brothers occasionally offer kitchen- 
ware such as skillets, pans or broilers 
at half price. The response, according 
to Mr. Whitten, is always heavy and 
each usually adds a gratifying 
number of new customers to the store’s 
books. Sometimes these offers are ex- 
tended through coupons printed in the 
company’s direct mail advertisements. 
The customer is invited to present the 
coupon at the store, whereupon he will 
be entitled to purchase certain house- 
hold items at cost. 

\ recent ad which offered fancy 
baskets for 19 cents with the 
coupon drew more that 200 cutomers 
to the store, Mr. Whitten says, and 
provided a prospect list for major ap- 
pliances which resulted in excellent 
business. Another offer by the firm of 
a set of chinaware with the purchase 
of a refrigerator spurred business in 
that field considerably. Mr. Whitten 
estimates that the offer was directly 
responsible for the sale of 25.or 30 
extra refrigerators. 


whic 


sale 


waste 
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Again, the free offer of a water 
bottle to shoppers who would simply 
call by the store to ask for it, added 
several new names to the Whitten 
prospect list. The cost of such articles 
is not excessive, he points out, but even 
if it were, the returns from the prac- 
tice makes it a profitable venture for 
the dealer. As the best means of get- 
ting these give-away and “sale” pro- 
motions over, the company heads de- 
clare that their direct mail system is 





Some electrical appliance 
dealers would be better off if 
they did more hand-shaking 
and less head-shaking. 





tops. list of 10,000 names 
is circularized regularly with handbills, 
cards or larger spreads. 

‘Another factor which helps us sell 
many appliances is the trouble we take 
to answer questions 
lems for the 
Whitten. 


pe ople 


\ mailing 


and solve prob- 
customer,” says Mr. 
“We find ourselves advising 
on whether to convert to gas 
or electricity, how to rearrange a 
kitchen to make it more efficient, and 
even on such matters as selection of 
colors in paint, or choice of materials 
for curtains or floor coverings. I sup- 
that’s just another way to say 
‘top service to the customer’, which is 
one of our essemtial rules of business.” 

While Whitten Brothers Hardware 
Co. is known primarily as a hardware 
firm, Mr. Whitten reveals that ap- 
proximately 60 percent of the sales 
volume is in appliances. The full 
Philco line is handled, as well as 
Youngstown kitchens, Bendix, Thor 
and Easy washers, and Coleman floor 
furnaces and water heaters. End 


pose 


POTS AND PANS and other needed 
kitchen items are placed side by side 
with refrigerators, ranges and- television 
sets at Whitten’s. The purchase of a 
broiler or a dishpan has led to the sale 
of many a refrigerator, according to the 
store heads. 
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HERE’S SOMETHING TO THINK ABOUT... 


ooo IT MUST CONTINUE 
TO SELL ITSELF ® 


All automatic washers don’t have the same “sales ability” 
That's why more and more dealers want the WHIRLPOOL 
franchise. They have heard about the user’s “‘over-the-back-fence- 
talk” that has helped WHIRLPOOL skyrocket into unprecedented 
popularity and demand, 

And no wonder. Only WHIRLPOOL has the economy of 
Suds-Miser...the cleanliness of Seven Rinses... the sanitary 
effect of Ultra-Violetc Lamp...the convenience of Cycle-Tone 

.the super washing ability of Agiflow water action... the 
lasting beauty of Lifecoat finish... water saving on partial 
loads... automatic door release...and many other features. 

Add them all up and you get unmatched performance that 
keeps customers sold not only on WHIRLPOOL but on you as 
a dealer in quality products. Result? More good-will... more 
sales... more profit for you! 


WHIRLPOOL CORPORATION 
For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


ST. JOSEPH, MICHIGAN, U. S. A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


The Line That Stays Sold! 
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NEW table models NEW combinations 


Deluxe wood cabinets or economical Bake: Every entertainment feature in one big set for 
lite, there’s a table model for every price line customers who want the most of the best! Bright, 
and every customer. Screens in every size, too, sharp rectangular 17 and 20 in. screens for the 
from 14 to 20 inches — and every set with finest TV . . . revolutionary all-speed record 
the features that have sold millions on Mo- player .. . “Golden Voice” AM and FM radio. 
torola TV. .. PLUS new 1951 improvements! : And all in beautiful new 1951 cabinet designs. 


in mahogany MM or strikingly modern —~ 
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NEW consoles 


Big 17 and 20 inch rectangular TV 
screens — famous Quick-as-a-Wink 
tuning and improved Bilt-in-Antenna. 
And every cabinet handsomely styled 
in the finest hand-polished woods. In 
mahogany or modern limed oak. 


limed oak... 
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I8 new 


MODELS 


PRICED AND 
DESIGNED TO MAKE 


EVERY PROSPECT 
A CUSTOMER 


NEW “MUSIC LOVER” SOUND for richer, finer, 
more true tones in music and voice; positive pitch 

and note range. 

BETTER PICTURES on rectangular black tubes 

improved circuits for steadier, sharper, brighter pictures 
LARGER SCREENS including a 20 inch screen in a 
compact new table model. Larger-than-life pictures that 
are finely detailed close-up or far 

POWERFUL RECEPTION brings in even fringe stations 
exceptionally clear and true 


GREATER DESIGN VARIETY offers “Fashion Award’ 
styles for every home — early American, period or 
modern —in mahogany, maple, limed oak and bakelite 


plus exclusive NEW 
GLARE-GUARD* 


The curved anti-reflection TV screen that 
eliminates up to 98% of annoying glare. 


GLARE-GUARD plus black tube means 
more seeing-comfort for everyone. An exclusive 





Motorola selling feature. 


*Trade Mark 


Your PROFIT line for ’ 


Motorola TV 


4545 Augusta Blvd., Chicago, Ill. 
Write, wire or phone your distributor today! 
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Power to Make 


EXTRA SALES, EXTRA PROFITS 





because it’s os s STAND-OUT Flashlight Battery! 


Those eye-catching Burgess zebra stripes pack a terrific 
sales punch for you! Designed to attract customer attention 
. carefully engineered of only highest quality materials, 
Burgess Flashlight Batteries fill the bill for fast 
turnover and repeat profits. 
Stock Burgess Now! Cash in on the high volume 
flashlight battery market in your territory! 


Sales-Proved, Self-Service Displays 


Burgess zebra stripes have proved 
eye appeal—and these self-service 
merchandisers clinch sales on the 

spot. Two sizes: 12 V holds 

one dozen cells, 48V holds 

four dozen—both displays 

designed to give mass 

effect in minimum counter 

space. Order yours! 


BURCESS BATTERIES 


MRS. TRACY DEMONSTRATES how Bendix is used. 


buffet need not be disturbed. 


Flower arrangement on 


When They Say 
“There Isn't Room" 


A freezer in a bedroom may seem unlikely, 
but stranger installations have been made 


HE most reason given 

by electrical dealers for “the sale 
that wasn’t made” is that the customer 
has no room for the appliance in her 
home. There are entire districts 
where few home freezers are sold, for 
instance, because the average home has 
no basement and no service porch and 


common 


neither dealer or customer has figured 
out a way to place the appliance. The 
same holds true of automatic washing 
machines and dryers, whose sales are 
frequently limited by the space require- 
ments of the equipment. 

A little ingenuity, however, 
often solve the problem. Freezers have 
been placed in hallways, in garages, in 
specially built shelters in the backyard, 
even in bedrooms. Have you ever 
thought of the possibility of installing 
1 dryer immediately above the automa- 
tic washer instead of alongside of it? 
Don’t overlook the possibility of in- 
stalling the washing machine in the 
bathroom—it has been done. How 
about moving out the kitchen table and 
substituting a flat-top freezer or dish- 
washer as a working surface? 


can 


Prospect with No Space 


Here is an example of what ingenu- 
ity can do ‘in placing an automatic 
washer in a home where there “wasn’t 
any room” available. The home is 
that of Fred Tracy and his wife located 
several miles out in the 
Phoenix, Ariz. The 
erly a barracks building, 
that although it could be 
adapted to comfortable 
of the service facil 
fo appliances which an 
would normally have 
family, , Was a good pr 
for an automatic washer, because the 
illness of their small daughter, 
rheumatic fever called for 16 months’ 
bed rest, meant a heavy load of wash- 
ing. In the hot climate of that 
| retin hed to he changed 
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nine times during the day for the 
patient’s comfort. 

The ingenuity of Mr. Tracy and of 
the electrical dealer solved the problem. 
The washer was installed in the dining 
room, where it was convenient for use 
and where its completely automatic 
cleanliness offered no problems of 
spilled water or soap. Then Mr. 
Tracy built an attractive movable 
buffet on wheels with a removable side 
which exactly fits over the Bendix 
when in place. It requires no effort to 
remove the side and wheel the covering 
buffet away when the washer is to be 
used. It slides back again to cover all 
traces of the appliance and its con- 
nections as soon as the task is done. 

Result was complete satisfaction for 
the customer—and a sale for the dealer 
which might have been lost had he 
given up too easily because “there 
wasn’t room.” The little girl, now 
thirteen, is happily recovered and now 
takes her turn at operating the Bendix. 


End 


THE BUFFET IN PLACE looks like an 
attractive piece of furniture—gives no 
indication of the washing machine 
installed behind it 
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IN SALES 
EXCITEMENT 


Like a powerful magnet, the NEW Welch “Four 
Winds” Window Fan drew eager throngs of dealers 
to the Welch Added-Profits Display — at the January 
Market. 


“It IS entirely different!” they all agreed. 


“Sparkling beauty — truly modern, streamlined plastic 
design!” Check! 


On-the-spot operation demonstrated the same louver- 
directed air principle, exclusive patented feature of 
Welch Circulators, and the same super-flow action 
that has made Air-Flight Circulators famous as the 
largest volume sellers in their field. 


FITS BOTH SASH l With its 45-to-50% increase in efficiency the “Four 
| AND CASEMENT yy Winds” quickly floods the room with fresh cool air — 
. WINDOWS —* reduces room temperature in mere minutes. 





















































Revolutionary new brackets (patent applied for) 
permit quick installation in either sash or casement 
windows, without tools; no obstructing, unsightly 
baffles or panels. 


Z (GIS J Swivel action adjusts the air flow to any direction, 
either exhaust or intake; whisper-quiet operation. 
Amazingly light in weight — about 10 pounds — easily 

C/RCULATORS portable, from room to room, window to window. 


“Four Winds” Window Fan is priced right for quick 
sales. It’s a clincher for the mass market trend to 
window fan comfort. Available NOW! 


Other models in the great Welch line of Air Circu- 

lators and Window Fans received enthusiastic encores 

as established, widely popular sellers, tested price 

range — agressively promoted. It’s WELCH — with 
MODEL 12 MODEL 11 MODEL 15 a breeze! 

W. W. WELCH COMPANY General Offices: Glenn Bldg., Cincinnati 2, Ohio 


-S5-YEAR GUARANTEE = ACROSS THE BOARD 


ELCH 
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Cash Register 


LARGE FIGURES at the top of the register 
SHOW exact amount recorded, protecting 
customer, merchant, and salesperson. 

Mechanically totals sales of more than one item, 
eliminating mistakes in addition, saving time . . . 
23 special keys to identify clerks, departments, 
and kinds of transactions. . . . , Autographic, 
illuminated detail tape with large “quick- 
check” type. . . . Electric. ... Easy key touch.... 
Large cash drawer. . . . Many other advantages. 


Adding Machine Feature 


Electric operation, fast, easy. . . . Can 
be used at any time for adding without 
disturbing locked-in cash register total. . . . 
Amounts and totals show on both the tape 
and top of the machine as they are en- 
tered. . . . Large size ‘“quick-check” 
type. . . . Easy key touch. . . . Standard 
keyboard with automatic ciphers. .. . 
Saves valuable time and prevents costly 
mistakes in daily retail figure-work. 


Mechanical Addition... 
Builds Customer Confidence 


Phone your nearest National office today, or write— TH E N. A TI ON. AL CA S H 
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Never before so much at such a low price 


Never before have retailers been offered such a combination of money-saving 
protection, money-making control, and time-saving convenience at such a 
low price. As modern as tomorrow! New beauty! New value! The Class 21 
represents 66 years of unmatched experience and knowledge of retailers’ 
needs. See—TODAY—this NEW National designed to help you reduce 
expenses, increase your profits, and save valuable time! 


REGISTER COMPANY, DAYTON 9, OHIO 
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‘ HOME AND INDUSTRY ates 1935 


24" DELUXE WINDOW FAN 


Reversible rotation, single and two-speed, 
24” blade window fan. Serves as a room 
exhauster or air circulator. Handy switch. 
Belt-driven blade. Fits 32” window. Quiet, 
handsome. Extra-safe guard. Gray finish. 
CFM List Price 
4600/3800 $111.00 
4600 89.00 
4600 85.00 


{ Rotation 
Two Reversible 
One Reversible 
One Single 


20” WINDOW VENT FAN 


Lowest priced 20” window fan for exhaust 
and air circulation service. 20” blade fan 
unit mounted on 24” x 30” plywood panel 
with safety guards on both sides of blade. 
Can be manually reversed in a minute. 
Powered by quiet, 1,000 RPM motor that 
delivers over 2,000 CFM. Cord and plug. 
No. 4F223. List Price......... $36.50 


Quality Fans for the Price-Minded 


Reversible 


20” DELUXE WINDOW FAN 


Exhausts room air or blows in and circu- 
lates refreshing outside air. Reversible 
motor controlled by flick of handy switch. 
Quiet 1000 RPM fan motor powers 20” 
blade. 2100 CFM. 30” panel extends to 
3734”. Easy to install in window. Ivory 
enamel finish. 

No. 4F231. List price............. 


24” to 48” ATTIC FANS 


Built to outlast the house it cools. Verti- 
cal or horizontally mounted types. 
jlade CFM iP Mount List Price 


4,500 /4 Vert. $70.00 
/ Vert. 80.00 
Vert. 
Vert. 
Vert. 
Horiz. 
Horiz. 
Horiz. 








KITCHEN FANS CIRCULATORS 





UTILITY FANS 











W. W.GRAI 


Made and guaranteed by Dayton Electric Mfg. Co., Chicago 6. Stocked by— 


NGER,INC. 


WAREHOUSE STOCKS, COAST- bes: COAST 


+ athe Offi 
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es: 740 W. ADAMS, CHICAGO \6 


sewing 








They Never Say No 





4. Mention the fact that the chain 
store sells cheaper, but doesn’t have 
this kind of repair service nor do its 
lines offer the same reputation for 
quality. Work in the fact that people 
want to own a device in which they 
take a great deal of pride. 

5. Suggest that they drop back 
when they have made up their minds. 

“That low pressure approach usu- 
ally does the trick,” said Kenneth 
Smith. “Farmers want to know where 
they are going to get a device re- 
paired.” 

In summing up on the home freezer, 
Kenneth Smith takes his prospects to 
a map and shows them how many 
owners are scattered about the county. 
The reputation of these names seems 
to sink in. 

Phillips & Smith do not go more 
than 30 miles out in their sales 
efforts. They don’t sell farther, if 
they can help it, than they are will 
ing to go for service. Being on the 
Illinois state line, one of the great 
advantages they enjoy is the fact that 
customers in Illinois can save the sales 
tax by buying in Monroe, Wis. 

In their selection of lines of mer- 
chandise, Phillips & Smith have been 
bull lucky or have had genius. They 
have sidestepped the error of many 
young beginners in opening exclusive 
radio or television stores, and have 
followed advice in the lines they pro- 
mote. 


Select Hot Lines 


For example, the store has a big 
machine department which 
features both Domestic and Free sew- 
ing machines. It sells Lyons com- 
plete kitchens, Easy washing ma- 
chines, Lewyt vacuum cleaners, Norge 
ranges, refrigerators and water heat- 
ers, Amana and Harder-Freez freez- 
ers. There are few radios on sale in 
the store. In addition to having a 
counter for electrical supplies, it has 
a counter offering plumbing fittings. 
The boys appreciate that a lot of 
people do their own plumbing repairs 
these days, and the fittings come in 


handy. 


CONTINUED FROM PAGE 69 





Trade-ins are handled on a basis of 
getting the money back invested in 
them. The store does not expect its 
regular markup and waives adding the 
27 percent cost of doing business to 
the used stuff. The idea is to get it out. 
Repaired appliances are kept in the 
basement and sold through classified 
advertising. Monroe, Wis., has its 
poor people too, despite the town’s 
reputation for wealth, and most of the 
workable stuff is cleared out. 

When Phillips & Smith got a 
chance to rent the store next door, they 


Many an electrical appli- 
ance dealer will spend thous- 
ands to modernize his show- 
room—then forget to wash the 
front window! 


got on their knees and laid blue rub- 
ber tile throughout the two buildings. 
They put a cement floor in the base- 
ment with their own hands and broke 
through the back to make a ramp up 
which appliances could be wheeled for 
delivery. 

Their opening was punctuated with 
a number of teaser ads saying that 
Phillips & Smith had something big 
coming off. Opening day found the 
place full of flowers; doughnuts were 
given out, coffee, balloons, free salt 
and pepper shakers, and a set of silver- 
ware was awarded to anybody making 
a purchase. 

From the sales that dropped in their 
laps this day they got an idea of what 
was hot in Monroe, and have used it 
as future guidance. Following are 
their sales from their one day’s cele- 
bration: five washers; two electric 
ranges; four refrigerators; two sinks; 
seven sewing machines; one electric 
water heater; two complete kitchens; 
two gas ranges; four cleaners; and 
two freezers. End 








SALES DEVICE used successfully in convincing freezer prospects in Monroe's 
rural environs is a map showing names and locations of Harder Freez owners. 
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For Raytheon IV dealers only! 


This complete, 
easy-to-use 
“5 POINT PLAN’ 
for dealer profits! 


count Ayprewra Ra - 
ytheon dependability 
P Geese’ by > is backed by the 
Good Housekeeping famous Good 
Sor 45 ‘J 


“Biggest aid to selling | ever saw" say Raytheon dealers ass Housekeeping seal. 


who have seen this remarkable Raytheon “5 POINT PLAN”’ 
...acomplete, understandable, pre-tested, easy-to-use plan 
to increase sales and dealer profits! 


ADVERTISED 





Everything you need to know is there. The five separate 
folders cover: (1) how to advertise profitably, (2) how to use 
direct mail, (3) how to make displays build business, (4) 
how to turn “‘lookers’”’ into buyers, (5) how to push your 
plan to the pay-off. Plus a special section of 10 tested ideas 
that help sell other merchandise. 


liberal One-year 


WAR RAliyr ry z Raytheon includes a 
Pet SS Warranty on parts. 


The Underwriters’ 
Laboratories seal says 


And all the material needed to carry this plan through to Raytheon is safe. 


success is available to Raytheon dealers. If you’re a 
Raytheon dealer, you either have your ‘5 Point Plan’? now 
or your distributor will get it to you soon. If you’re not a 
Raytheon dealer, it may pay you to find out how Raytheon BELMONT RADIO CORPORATION 


bi its dealers sell more and make more. Why not 5921 W. Dickens Ave. © Chicago 39 


Subsidiary of Raytheon Manufacturing Co. 


Another proof that RAYTHEON means business! 


TELEVISION 
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Eimers General Electric Appliance store, 5932 W. North Ave., Chicago 


His one-man appliance 
store does over 
$100,000 per year 


A food salesman who bought a home 
freezer decided that everybody should 
have one. Now he owns one 

of Chicago’s most successful outlets. 


\DWARD EIMERS, owner and sole salesman 
E of Eimers General Electric Appliances, 
5932 W. North Ave., Chicago, does better than 
$100,000 a year in appliances. 

He might still be a food salesman except for 
a home freezer he bought in 1944. How he par- 
layed it into a successful business of his own is a 
story of patience, hard work, and well-planned 
advertising with ideas for every appliance dealer. 

“In a small retail operation,’ Ed says, “your 
success depends on what people in your neigh- 
borhood think of you. More than anything else, 
it depends on your sincerity and your ability to 
make friends with all kinds of people.” 

On the latter count, Ed has had plenty of ex- 
perience. In the thirty years before he got into 
appliances, he learned how to deal with people 
in all walks of life through a wide variety of jobs. 

He started out in 1916 as a railroad switch- 
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man in Milwaukee, Wisconsin, his home town. 
During World War I he did war work in the 
Allis-Chalmers plant. Later, he sold Fords for 
a Milwaukee dealer. 


Foods to freezers 


In the ten years following 1921, Ed built and 
sold custom-made upholstered furniture in bis 
own establishment. “If the depression hadn't 
changed my plan,” he said, “1 probably would 
still be in the furniture business. But when I 
had to give it up, I got a job as ahouse-to- 
house salesman for the Lambrecht Foods Com- 
pany.” 

Ed rang doorbells in Milwaukee, Cleveland 
and Chicago. In his fourteen years with the 
company, he worked his way up to branch man- 
ager, district manager and assistant general 
manager of the Chicago division. 


(Advertisement) 
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Edward Eimers 


In 1940, when the company began selling 
frozen foods, Ed was intrigued with the possi- 
bilities of this new field. He bought a freezer for 
his home. Before long, he was convinced that 
everyone would buy a freezer if its advantages 
were known. 

So in 1945, he gave up his job with the food 
company to open an appliance store. “I was 
sold on General Electric products,” he said, ‘so 
I went to them first. I got the franchise | 
wanted and opened my store in October of 1945. 


Customer all-important 


“For a couple of months, I sat here with no 
more than four items in the store at any one 
time. Production was slow, and there were 
times when I wondered if I’d made a mistake. 

“IT soon discovered, however, that I had 
opened up at a good time. The public was 
starved for new appliances. When production 
got rolling, it was easy to find customers. The 
boom helped me get acquainted in the neigh- 
borhood in a hurry. 

“| knew that this was a temporary condition, 
so I did some figuring. In a small store like 
mine, the good will of the customers is all-im- 
portant. If a big store lets a customer get away, 
there’s always another one coming down the 
street. But every single one of my customers is 
important to me. This post-war boom, I de- 
cided, was my opportunity to build up a list 
of permanent customers. 
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“Individual attention was the answer. It’s 
surprising how much that means to a customer. 
A little extra service will turn a prospect into 
a permanent customer. 

“Since there’s only myself, except for a part- 
time salesman who helps out two nights a week, 
I have to make my outside calls either early in 
the morning or in the evenings when the store 
is closed.” 


How he sells 


When you realize that Ed also does all of his 
own telephone soliciting, plus the hundred and 
one miscellaneous jobs around an appliance 
store, you can see that he puts in plenty of 
hours. But he is rewarded for his time. As he 
says, “When an old customer comes in leading 
a new prospect by the hand, that’s something 
money can’t buy. And that’s been a big factor 
in making this business what it is today.” 

Another factor is Ed’s easy-going salesman- 
ship. When selling home freezers—still his spe- 
cialty 
rience and the results of a survey which he con- 
ducted among freezer owners. 

The survey revealed that most people con- 
sider convenience to be the No. 1 advantage of 
owning a freezer. So Ed bears down on the con- 
venience approach. To illustrate his talk, he 
prominently displays an operating freezer full 
of frozen foods. At last count, he had sold well 
over 200 freezers since going into the business. 

“| have no service department,” said Ed, 
“but I know that service is a ‘must’ for any 
appliance retailer with the future in mind. 
Since I’m an exclusive G. E. dealer, this prob- 
lem isn’t so bad. G. E. service is tops as far as 
I’m concerned, and I sell the service policy 
with the merchandise in almost every case.” 


"Use the user” 


Ed is considered a white lines specialist. But 
today, television is his big volume producer. 
“The big traffic that TV brings in helps me get 
people interested in my other lines,’’ he says. 

Ed’s way of going after business is “use the 
user.’ He explains, “Satisfied customers are my 
best salesmen. I call them up every once in a 
while to ask if the merchandise is performing 
satisfactorily. I tell them about my new items, 
and ask them to recommend me to a friend if 
they like my service. 

“That's the starting point of my promotion 
efforts. It’s effective, but slow and time-con- 
suming. 


Prefers newspapers 


“For my bread and butter, I depend on news- 
paper advertising.” The bulk of Ed’s advertis- 
ing appears in the Chicago Tribune. He uses 
both the classified columns and Selective Area 
ads in the Tribune’s northwest Metropolitan 
Neighborhood section. 
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he bases his approach on his own expe- - 


Ed Eimers (left) and R. C. Mast, Chicago Tribune, look over a recent four-page 
G. E. advertisement with color placed under the Selective Area plon. 


Selective Area campaigns are placed in the 
Tribune by manufacturers and distributors 
through advertising agencies. Dealers who sell 
the advertised merchandise can have their store 
names featured in a full page ad for as little as 
$30 of their own money. 

Only a few store names appear in any one ad 
because different groups of dealers are featured 
in each of the Tribune’s five zones of circula- 
tion. Moreover, the dealers named in any one 
ad are located so far apart that no one of them 
competes with any other store listed in the 
same ad. 


Outstanding campaigns 


Because Ed sells General Electric merchandise 
exclusively, his Selective Area participations 
are all with G. E. “The G. E. campaigns are 
outstanding from the dealer’s viewpoint,” said 
Ed. “They enable me to have full page ads— 
some of them in color—over my name in Chi- 
cago’s No. 1 newspaper. And because the fac- 
tory and distributor assume most of the cost, 
my cost is extremely low for what I get. 

“One example of these G. E. dealer ads was 
the four-page section in the Tribune on October 
15. It opened a three-month campaign with a 
double page spread in full color plus two pages 
in black and white. 

“In the appliance business, of course, it’s 
hard to trace results. But my sales records be- 


fore and after a campaign show that Selective 
Area ads do an effective job. And considering 
the size of my investment, I'd say that these 
ads are the most productive advertising I do.” 


* * * 


VANUFACTURERS: Your advertising pro- 
duces grealest response when it gels maximum 
dealer support for your line. 

With the Selective Area advertising plan, you 
give your dealers retail-slore-lype copy over their 
own names in Chicago's No. 1 hardlines medium, 
reaching the prospects best able to trade with them. 
This is the kind of advertising they understand 
and prefer because they can see ils effectiveness in 
their own stores. Yet the entire program is factory- 
controlled and agency-placed. 

So well does it meet the needs of dealers, dis- 
tributors and manufacturers thal already more 
than $1,250,000 has been spent under the plan in 
the appliance field alone. Far more than half of 
the appliance retailers in Chicago and suburbs 
have made Selective Area adverlising a part of 
their promolion programs. 


The plan can oblain more aclive dealer support 
for your product. It is geared lo today’s selling 
trends to help you build the consumer franchise 
you want in the multi-billion dollar Chicago market. 

For complete information, consult your nearest 
Chicago Tribune representative. 


Chicago Tribune 


THE 


WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


New York 
by, P. Struhsacker, 
220 E. 42nd St. 


Detroit 
W. E. Bates, 


Penobscot Bldg. 


San Francisco 


k & Chamberli 


Nes Angeles 
Fitzp KE 
‘55 Montgomery St. 


F ick & Ch Deol: 





1127 Wilshire Bivd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(Advertisement) 
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Make Nias 


Your, Hottest Salesman 


——S 
©)- 


. » Magic that goes to work for you like the 

famous carpet which did such a swell moving job for 
Prince Houssain. Remember the story? The Prince, 
searching for “something of extraordinary rarity”, met 

a man selling a carpet. Learning about the wonderful 
properties of the carpet, Houssain tried it out, 

found it would carry him anywhere, bought it, and 
started going places. 


You've only to try Nichrome* to know that you've got 
“something of extraordinary rarity’—able to help you 
“go places” by moving appliances out of your store and 
storerooms into the service of homemakers across the nation. 


Yes, when it’s a case of top-notch heating 

elements for all types of appliances furnishing heat, 
there’s nothing like Nichrome. It’s the superb electrical 
resistance material specified by foremost appliance 
manufacturers from coast to coast. 


Very probably the appliances you now handle are heat- 
powered with Nichrome elements. But if they are 
not, profit by having your manufacturing sources 

supply heating units made of this world-famous alloy. 
For Nichrome means peak performance, absolute 
dependability, and long life. It assures that lift 

in quality that brings you a host of satisfied customers, 
increased sales—more profitable operation, and 

a new high in prestige. 


Driver-Harris Company 


a. a a Om | Mew JERSE Y 
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Keep Better Records 
CONTINUED FROM PAGE 6) comme 


up unexpectedly and often cut into net 
profit. Therefore, records should be 
kept of: 


Salaries—Salesmen 





Peet mere ll 
Bonuses—Salesmen 
Delivery Expense 

Policy Adjustment 
Product Expense 

Outside Commissions. 


To give dealers an idea of the cost of 
sales of each type of appliance, one 
dealer accounting manual breaks down 
classifications into refrigerators, freez- 
ers, electric ranges, water heaters, 
radio, television, kitchen cabinets, 
other products, parts and service. 
Each can be a rathole or a bonanza, 
and the dealer should know just where 
he stands. 

The dealer needs to know that “mis- 
cellaneous”—that excuse for taking a 


Many an electrical dealer 
who has tried to get in on the 
ground floor of something has 
ended up by scrubbing it. 


$10 dill out of the cash register for 
lunch—should never run more than 
one or two percent of sales, if that. 

Furthermore, a dealer should know 
that he should not pay himself a salary 
more than five percent of sales. 

Backbone of the new system is 
plenty of records. Every time anything 
is done, a record should be made of it, 
be it something taken from petty cash, 
or the money received from a customer, 
Those written records may be broken 
down, and a part time accountant can 
make sense of the job. 

A management man with a distribu- 
tor comments that one great dealer 
weakness is his desire to get a big dis- 
count. Often he can get overloaded 
with a carload, simply because it gives 
him 37 percent margin instead of 33 
percent, with the result that he is 
stuck with it for a long time. Another 
weak spot with dealers, he claims, is 
that they do not understand promo- 
tions. They fail to appreciate that in 
big ticket selling the retailer must 
spend money to make money. All too 
often a dealer will ask a distributor to 
send out a man to put on a promotion, 
a deal, that would cost the distributor 
$150, whereas if a dealer did it him- 
self, he would not spend more than 
$25. 

In today’s operating it is the distrib- 
utor who is the spark plug of the 
whole business. It is a truism that 
the promotion of any manufacturer 
will work. If a dealer has three lines 
and tries to put on three complete pro- 
motions, he is swamped. Therefore 
the proper operation for a dealer is: 
1. Keep it simple. 2. Carry through. 
3. Keep complete records. 

Do that, and the business of running 
a retail store successfully will not 
seem so difficult. End 
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Since the early days 
of the home dish washer 


a sample of 


calgonite 


























| 


to 
GENERAL ELECTRIC COMPANY 
... for pioneering research 
. .. and intensive testing 
that produced the marvelously 
efficient GE DISHWASHER 
It was the privilege of the makers of Calgonite 


E to work closely with GE engineers in helping 
*T.M. Reg. U.S. Pat. Off. to overcome obstacles to mechanical dishwash- 








ing as well ar in the develop t of Calg 


ian 
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has been packed in every 


GENERAL ELECTRIC 


Dishwasher 


Ever since soon after the earliest models reached the market, 
the home dishwashers pioneered by GE have contained samples 
of Calgonite— the pioneer compound developed at the same 
time especially for mechanical dishwashing. 

GE wants owners to know how completely automatic dish- 


washing can be with a GE Dishwasher. GE knows that owners | 


will get satisfactory results when they use Calgonite—because 


Calgonite washes dishes clean . . . completely banishes un- | 
sightly dishwashing film, and keeps the dishwasher clean at | 


the same time. 


Cash-in on this Ready-Made 
Market for Calgonite. .. 


| 








the dishwashing compound that every leading dishwasher | 


manufacturer recommends! 

Owners of GE Dishwashers and others get acquainted with 
Calgonite while they are getting acquainted with their dish- 
washers. It’s a tailor-made market that means plus profits for 
you. All you have to do to cash in is 


iL Stock Calgonite 
Zo Give Calgonite Good Shelf Space 


3, Feature Calgonite in Displays and 
Advertising 


Write for literature about Calgonite—the blend of world- 
famous Calgon* and vigorous detergents developed especially 
for mechanical dishwashers. Calgonite contains no abrasives 
. . . leaves no washing film. 


CALGON, INC., Hagan Bidg., Pittsburgh 30, Pa. 
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Lo Se aan on kite 
ROLL UP YOUK 


SELL FASCO FANS 
FOR PROFITS IN ’51! 


FASCO Fans and Ventilators mean business . . . good business! Fast- 
selling FASCO features bring repeat orders. FASCO quality performance 
builds solid customer satisfaction. FASCO products do the job better . . . 
for less money . . . at a bigger profit to youl 


FASCO Porto-Vent 
Casement Window Ventilators 


A brand-new home appliance for that 
thuge market of existing homes. It's 
‘automatic! A pull of the chain 
‘operates the motor and sealtight door 
Bimultaneously. Plugs in; no installa- 
- costs, Fits all steel casement or 
wood sash windows. It's full-powered 
'—and portable, too. 








: 


FASCO Lo-Level Floor Fans 


They sit on the floor, give a breeze 
that cools—but won't blow a draft. 
Circulate all the air in a room—with- 
out even rippling the papers on a desk. 
FASCO'S exclusive solid base keeps 
floor dust out of the breeze. Available 
in three models, 


FASCO Oscillators 


Good styling, handsome finish, quiet 
power and proved performance over 
the years, mean ready sales and happy 
cust ‘. complete line—seven 
big-value models in 10”, 12”, 16” 
blade sizes. Pedestal Models in 16” 
and 20” sizes. 





FASCO 4” Electric Drill Kit 


The quality drill that fits the hand. . . 
twin reduction gears, Jacobs geared 
chuck. Packed with power . . . with 
accessories for a hundred jobs. 


WRITE for literature and prices 


} LO Industries, Inc. 


CHESTER 2, 
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2. Free delivery was made on appli- 
ances anywhere in Iowa. 

3. For $99.95 a Speed Queen washer 
was sold with towels, wash cloths, 
washing powder, clothes pins and 
clothes line. 

4. Free mixers were offered with 

Philco refrigerators. 
- 5. Anyone buying paint was offered 
the free use of a spray gun for three 
days, geared to hook up to tractor or 
car for pressure. 

Lines carried by Standard are 
Admiral TV-radios and refrigerators, 
Coleman space heaters and Blend-Aire, 
Philco refrigerators, radio and TV, 
Hamilton dryers, Speed Queen, and 
American Central complete kitchens 


From Corn Cribs to Complete Kitchens 


It has been more than a quarter of 
a century since Edwin H. Owen fin- 
ished putting up the corn in the crib 
on his father’s farm in West Liberty, 
lowa, and got a job at Cedar Rapids 
servicing and installing Apex washers. 
He was working for the old Dennecke 
Co. under Chase Wickersham, and re- 
ceived $2.50 when he could arrange a 
demo and $5 for a close. Discovering 
he could sell started him on a 
career that has wound up in an appli- 
ance business doing approximately 
$400,000 a year (cost of doing busi- 
ness: 30 percent) and a tire business 
that grosses $50,000 a year. Because 
the Owens firm has forged ahead 
through bad times and good, a study 
of the principles on which Ed Owen 
operates may be of interest. 

Primary reason for the firm’s suc- 
cess is its salesmen, all of whom have 
been with the Standard Appliance Co. 
for years. Ed Owen tries to make their 
jobs the best in town. Men work on 
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a flat draw based on a $4,000 volume 
per month. They get one percent addi- 
tional on any order closed out of the 
store. They get two percent additional 
if the deal is concluded beyond the 
city limits. Should they sell $4,000 to 
$5,000 during the month they get six 
percent. Should they sell $5,000 to 
$6,000 they get seven percent. On all 
sales over $6,000 the compensation 
runs eight percent. It is possible for 
an Owens man to earn 10 percent on 
his sales. Each salesman handles his 
own expenses. 


Five Percent for Advertising 


Ed Owen spends five percent on ad- 
vertising, using both newspapers and 
the two radio stations. An inquiring 
reporter noon-hour broadcast is par- 
ticularly effective with the farmers, he 
has discovered. 

One of the biggest closing advan- 
tages lies in the fact that the store han- 
dles its own finance paper. The cus- 
tomer has these facts pointed out to 
him: 

1. Standard Appliance keeps its own 
paper, doesn’t record it at the court 
house. No one knows that the customer 
is buying on time. 

2. In case of illness, the firm has 
always made a practice of giving ex- 
tensions without penalty. A charge is 
added only if the arrears go over six 
months. 

3. Another advantage of buying 
from Standard is the fact that the 
customer can pay up in full on his 
paper at any time, and save on his 
finance charge. 

“But the fact remains, we have made 
our best friends by our policy of giving 
an extension to anyone who is sick or 
hurt,” declares Les Edmonds End 














“NO, SON, THAT'S NOT A TELEVISION AERIAL” 
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The bathroom-laundry shown here 
was designed by the nationally known 
architectural firm of Wurster and Ber- 
nardi. For compactness, and to sim- 
plify plumbing, washer and dryer 
have been placed “in line” with the 
wash basin. Above these units, a glass 
shelved cabinet runs the width of the 
bathroom. Here, in addition to med- 
icines, are stored clean linen and 
laundry supplies. Sliding mirrored 
glass doors enclose the front of the 
cabinet. Lighting is by continuous 
recessed fluorescent tube above the 
wash basin and laundry equipment. 
The dryer is vented to reduce humid- 
ity in the room. 


Asa firm, Wurster and Bernardi have 
designed hundreds of large and small 
homes and housing projects. A great 
many of these homes have been fea- 
tured in the architectural press as 
well as national magazines. 


Not only is the Blackstone Combination Laundry outstanding from 
BLACKSTONE Auitomaltc the standpoint of functional superiority, but its adaptability installation- 


wise is really without parallel. 


Here the architectural team of Wurster and Bernardi have designed 
W A S i in AND f) RY F " an 8’ x 10’ Apartment Bathroom-Laundry utilizing the Blackstone 
Automatic Washer and Dryer in company with the finest and most 
modern bathroom fixtures. The result, though perhaps startling to the 
unimaginative planner, is a brilliant example of superlative 
functional design. No other home laundry appliances could 
possibly have accomplished this effect. 
Blackstone Corporation, Jamestown, N. Y. 





require only 54 inches of Wall Space 
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West Bend Flavo- 
matic. Fully auto- 
matic electric perco- 
lator that makes de- 
licious coffee every 
time. Gleaming alu- 
minum, graceful de- 
sign. Makes six to 
eight cups automat- 
ically from start to 
finish. Keeps coffee 
hot, too, as long as 
you like. Only 
$11.95, including 


cord 


, SUES and PROFITS 


plug-in magic by 


~ WEST BEND 


West Bend Electric Ovenette. 
An extra oven for your busy 
range. A self-contained baking 
and roasting appliance with 
700 watt heating unit. Includes 
cake pan, pie pan, seven muf 
fin cups, baking rack and 
roasting pan. Heat indicator 
in cover. Retail, $16.95, with 


cord. 


See Your WEST BEND 


Distributor Today! 
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West Bend Electric 
Bean Pot. The bril 
liant, new design of 
this ceramic and 
metal beauty will 
bring traffic hurry- 
ing down your aisles 
Ideal for slow-bak 
ing beans and many 
other foods. High 
glazed ceramic pot, 
bright chromed-steel 
heating unit (can be 
used separately ). Re- 
tail, $6.95, includes 
appliance cord 


Bend 


Poss 
west stme wistonsin 
. * te 








CLICK! 


CRASH! ... THUD! 





FLUORESCENT LIGHT 


are Pan 
| 








What Happens When... 


A Whole Town Buys Disposers 





pliers declare that there will be no 
more bargain counters for disposers 
again (the Jasper units went consid- 
erably below cost). 

Public acceptance of food waste dis- 
posers, according to a recent survey, 
depends on age. Those below 40 ac- 
cept; people between 40 and 60 are 
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dubious of grease; those over 60 say 
no, not realizing how the units work. 

The city of Jasper is delighted with 
the outcome of its experiment, and the 
national publicity achieved. There 
have been no kickbacks in operation, 
and the march to complete installation 
goes steadily on. End 








Bangor, Maine 
Bethlehem, Pa. 
Birmingham, Ala. 
Burbank, Calif. 
Canton, N. C. 
Clinton, Iowa 
Dixon, Del. 
Ecorse, Mich. 
Glens Falls, N. Y. 
Jacksonville, Il. 
Jeanette, Pa. 
Jefferson City, Mo. 
Miami, Fla. 
Morristown, N. J. 
North Platte, Neb. 








These Cities May Follow Jasper’s Lead 


Municipalities all over the nation are studying the use ot 
food waste disposers as a mandatory step in the improvement 
of public health. Dearborn, Mich., for example, recently 
passed an ordinance requiring the installation of disposers in 
all business establishments using food and, says The American 
City Magazine, 30 cities in 20 states are contemplating similar 
measures for homes and businesses. They are: 


Pontiac, Mich. 
Rensselaer, N. Y. 
Rockville Centre, N. Y. 
Roswell, N. H. 

St. Cloud, Minn. 
Sanford, Fla. 
Schenectady, N. Y. 
Sheboygan, Wis. 
Southbridge, Mass. 
Stevens Point, Wis. 
Thomasville, N. C. 
Toledo, Ohio 
Waukesha, Wis. 
West Palm Beach, Fla 
Wichita, Kans. 
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Beixive the Commercial Credit Plan 


has Wore Advantages for both the 
Buyer and the Seller A/gre Dealers 
Use it to Finance /Zore Home 


Appliance Sales than any Other 


National Financing Plan! 





8 Ways Better 


Commercial Credit Plan Offers You and Your Customers 
All These Important Advantages 


COMMERCIAL): 
CREDIT PLAN |: 


1. Wholesale Financing 5. Automatic Sales Follow-up 
2. Fast Credit Approval 6. Tested Collection Service 
3. Life Insurance Protection 7. Builds Customer Good Will 


4. Property Insurance Protection 8, Nation-wide Facilities 


COMMERCIAL CREDIT 
cc’ PORATION 


A subsidiary of Commercial Credit Company, Baltimore . . . Capita 
and Surplus over $100,000,000 ... more than three 
offices in principal cities of the United States an 
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A 16K1, 16" rectan- 
gular aluminized black 
tube. 3-speed automatic 
phonograph. FM-AM 
radio. Genuine mahog- 
any or modern blond 
veneered console. 
Swivel casters. 


P 1675. 16" rectan- 
gular black tube. Very 
handsome compact 
cabinet of genuine ma- 
hogany veneers, hand- 
rubbed for enduring 
beauty. 


B 16C103. 16" rec- 
tangular black tube. 
Genuine mahogany or 
modern blond veneer- 
ed cabinet mounted on 


metal glides for easy 
moving. 
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BIG values! 


DAYUITE TELEVISIOW 


a | 
Cy Sh th 
j wy « 


ae . 


a 17C107. 17" rectangular aluminized black tube. Hand- 


7 


rubbed, genuine mahogany or blond veneered cabinet with 
finely figured doors and swivel casters—easy to turn. 


wm do TV buyers want most? A 
choice of big-screen sizes... superb 
performance . . . exquisite cabinetry .. . 
and solid values backed by a name they 
believe in. That’s exactly what you give 
them with G-E Black-Daylite Television 
featuring 16-inch and 17-inch tubes. The 
big-as-life, real-as-life pictures sell on 


sight. The cabinets in genuine mahogany 
or blond veneers are outstanding any- 
where. And no name inspires more buyer 
confidence than General Electric. You 
know it’s always easier to sell the buyer 
what he wants. That’s why it’s easier to 
sell General Electric. See your G-E tele- 
vision distributor today. 


General Electric Company, Receiver Division, Syracuse, New York 


ELECTRIC 
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A 17€109. Elegant console. 
17° rectangular aluminized 
black tube. Superb, hand- 
rubbed, genuine mahogany 
veneered cabinet with full- 
length doors. Mounted on 
non-marking swivel casters. 
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At The Top in Everything But 
Price — this is the de luxe model 
Preway, feature for feature, dol- 
lar for dollar, the greatest value 
ever provided dealers in a qual- 
ity built electric range. 


@ Now, we who are in the appliance business live from day to day — 
and walk backward into the future. When the trend is toward short supply, 
the words, “We carry only nationally advertised lines,” no longer carry the 
conviction that they once did. The thought of the times is procurement — 
and it is most pronounced. Here at Prentiss Wabers we are very conscious 
of our new found recognition from all quarters. 


Certainly all available Preway electric ranges and gas ranges can be 
oversold on the telephone . . . but they are not, for the reason that every 
offer to buy is screened by the perspective of the future in terms of potential 
sales performance. In short, Preway ranges are still available to a limited 
degree to dealers who, as sellers of appliances, have demonstrated their 
ability to put a shoulder to the wheel of opportunity. Here is a line that is 
coming fast, that is packed solid with quality features, and that turns rapidly 
if you can SELL. 

If the challenge in this situation appeals to you, your inquiry for com- 
plete information will be most welcome. 
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rION of electric appli- 
es will be at least 20-30 per- 
w 1950 levels by June. The 
ill be even greater in the 

f of this year 
That's the consensus among in- 
dustry n and government officials 
keeping close tabs on mobilization 
programs affecting consumer goods 
producti They also anticipate 
some sort of rationing of appliances, 
enforced by the government, among 
wholesalers as decreasing produc- 


tion result 


in shortages of finished 
itel 


Appliance manufacturers will be 
getting defense orders for electronic 
and other military equipment in 
mid-year. 
These have been just a trickle, so 
far. They will force conversion of 
equipment and shifting 
of labor to defense work, further cut- 
output of household ap- 


large volume _ before 


production 


ting back 
pliances 
At about the same time, or shortly 
after, the new Defense Production 
Administration will be set up to 
start full control of critical materials 
and scheduling of their production. 
ll be along the lines of the 
World War II “controlled materials 
plan”. CMP completely regulated 
and use of every pound 


This will 


produc tio! 


Cutbacks of 20-30% by June May Lead 
To Rationing at Wholesale Levels 


Defense orders, just a trickle 
now, to come in volume by June 


and result in 


of steel, copper and aluminum. 
More items will be added to the list 
this time—probably rubber, for one. 
3ut use of most other basic ma- 
terials will be regulated, as before, 
as a result of the controls on the 
CMP items 

Consumer Controls. On the other 
side of the dealer's counter, there 
will be consumer controls—on credit 
and prices. Regulations W and X 
aren’t likely to change much before 
summer. The mobilizers figure they 
have been effective enough, for the 
time being. Estimates indicate that 
credit buying has dropped about 15 
percent below last year’s levels and 


WAITING FOR THEIR CUES to address the Admiral distributor convention in 
Chicago last month are (left to right) Wallace C. Johnson, vice-president in 
charge of sales, Richard A. Graver, vice-president in charge of electronics, and 


Seymour Mintz, advertising manager 
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bigger cutbacks 


is still slackening. And new hous- 
ing starts are off by about a third 
—down to approximately 850,000. 

The initial 30-day freeze on all 
prices at present levels will be 
translated into permanent price ceil- 
ings for all consumer goods as fast 
as the Economic Stabilization 
Agency can get around to that 
enormous job. Meanwhile, count 
on holding pretty much to present 
price lines. There'll be government 
pressure on business to that end 
until firm ceilings are formalized 
and backed up by a strong enforce- 
ment staff. 


Production Controls. Until this 


summer's all-out controls, there'll 
be some pretty stiff regulations of 
the type already put on the books by 
the National Production Authority. 
The appliance dealers will be 
affected directly by end-use limita- 
tions on critical materials, like the 
orders forbidding use of copper and 
aluminum in appliances for any but 
functional parts. 

These may go a lot farther—as far 
as bans on production of specific ap- 
pliances. That’s what NPA officials 
already have told the businessmen on 
their radio, television and household 
appliance wholesale advisory com- 
mittee. 

Even as early as late December, 
this committee was recommending 
an immediate halt of production of 
color television equipment. 

At NPA's request, the committee 
set up a task group to suggest ways 
and means for halting color TV for 
the duration of the emergency and 

(Continued on page 108) 


Struggle for Consumer's Dollars 


Ahead for Industry, Says Siragusa 


Tells distributors we face a buyers’, 
not a sellers’ market; firm introduces 
35 TV sets, 12 radios, 10 refrigerators 


Admiral Corporation opened its 
1951 season before a thousand dis- 
tributors and their men in Chicago, 
January 4-5 with the unveiling of 
12 radios, 35 TV sets, three ranges 
and 10 refrigerators. 

Chairman of the board, Ross T. 
Siragusa ran over a list of Admiral 
accomplishments and gave his fore 
cast for the future. 

In 1950 the firm sold more ap 
pliances than in the past four years. 
It did around $230 million which 
amounted to $400 million at dealer 
level. In 1944 Admiral did $9 mil- 
lion and in 1946 $36 million. 

What's ahead in 1951? Barring 
unexpected events, Admiral can 
maintain its present production for 
the first quarter 


From March 31 everything is in 
the laps of the gods. 

“Restrictions suggest a_ sellers’ 
market,” declared Siragusa. “It's a 
serious mistake. Our economy is in 
a twilight zone between peace and 
war. Our public is tightening up on 
the purse strings. In the last year 
the public bought a phenomenal 
amount of hard goods. Today credit 
restrictions and the hike in prices 
have hit business. Even new mar- 
riages do not mean starting new 
homes, when men are drafted. Ad 
miral looks for a slugging match 
for the consumer's dollar.” 

On television—which makes up 80 
percent of Admiral sales—Siragusa 
pointed out that it has a low satura- 

(Continued on page 108) 
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Winter Markets Draw Good Attendance; 
Early Buying Better than Expected 


Questions on production, prices, deliveries 
occupy much of exhibitors’ time; pre-market 
distributor showings end in heavy ordering 


EARLY VISITORS to the Whirlpool booth during the Winter Markets were 
H. H. Brenan and J. M. (Pudge) Stedman of Pennsylvania Power & Light Co., 


Allentown 


Phillis Bennett is the hostess 


AHLMA Meeting Considers 
Industry's War-time Role 


Laundry equipment manufacturers 
decide that their products have 
“rightful” place in war economy 


N INDFUL of what happened 
, to it in the last war, the 
home laundry equipment industry 
last month began examining its role 
in the present national emergency 

Members of the American Home 
Laundry Manufacturers Assn., 
meeting in Chicago for their annual 
convention, coupled their approval 
of the nation’s security program 
with the warning that the industry's 
products “have an important and 
rightful place in the national econ 
omy” In urging continuance of 
production for civilian needs, the 
Association reminded its members 
that laundering at home is the “es 
tablished general method of getting 
family washing done,” that there is 
no practical substitute for their 
equipment, that over 1,250,000 of 
the appliances became obsolete in 
1950 and that both the number of 
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workers and the amount of strategic 
materials involved was small. 
Elections. George P. Castner, 
general manager of the Beam Mfg 
Co., was elected president of the 
group. F. M. Mitchell of Frigid- 
aire, B. J. Hank of Conlon-Moore 
and C. E. Anderson of General 
Electric were elected vice-presi- 
dents. Howell G. Evans of Hamil- 
ton was re-elected treasurer. 
Shortly after his election Castner 
predicted that factory output of 
household laundering equipment in 
the first quarter of the year would 
fall about 20 percent behind com- 
parable figures last year. 
Committee Reports. General Elec- 
tric’s C. A. Brewer, chairman of the 
Association’s market research com- 
mittee, reported that trading area 
reports were being enlarged to in- 
clude: 1) sales by size of town or 


Gee? attendance and heavier- 
than-expected buying activity 
marked the 1951 Winter Markets in 
Chicago last month. Alarmed by 
the prospect of dwindling supplies 
of consumer goods, retailers and 
distributors descended on the Fur- 
niture and Merchandise Marts in 
an effort to strengthen their lines 
of supply. 

Since many appliance, radio and 
TV manufacturers do not accept or 
ders at the markets (preferring to 
handle them through their regular 
distributor organizations), the num- 
ber of orders placed by buyers in 
these fields was no indication of the 
activity at the markets. A better in- 
dication was the presence at the 
markets of some buyers who do 
not normally attend. Like most 
other appliance men, they were there 
in an effort to get first hand in- 
formation on deliveries and produc- 
tion schedules for the coming 
months 

Those manufacturers who do ac- 
cept market orders reported heavy 
buying, with the first day’s activity 
considerably higher than had been 
anticipated before the market. 

Some manufacturers held their 
national distributor conventions in 
the days immediately preceding the 
ening of market week and the 
volume of orders placed at these 
meetings was also a good indication 
of the activity in Chicago last 
month. Admiral Corp., for instance, 


city in which the retailer is located: 
2) sales by type of retail outlet: 
and 3) finished stock inventory. 

Joseph Groshans, general sales 
manager of the ironer division of 
Speed Queen Corp. told the con- 
vention that women spent one-fifth 
more for household ironers in the 
past five years than they did in the 
entire 40 years of its pre-war his- 
tory. Groshans reported that the 
ironer division is preparing a series 
of cartoons and motion pictures suit- 
able for use on TV or theater pro- 
grams. 

Parker H. Ericksen, vice-president 
in charge of sales for Bendix Home 
Appliances, Inc., and chairman of 
the automatic washer division, told 
the group that automatic washers 
had accounted for 75 percent of the 
industry’s dollar volume increase 
in 1950 (based on ten month fig- 
ures). 

R. G. Halvorsen, sales manager 
of Hamilton and chairman of the 
dryer division, reported that no 
manufacturer of household dryers 
could keep up with demand in 1950 
and warned that the situation will 
become “even worse” in 1951. He 
said the basic need in his field was 
greater production. 

Other speakers included Walter 
K. Voss, chairman of the conven- 
tional washer division, R H. 
Thompson of Maytag, chairman of 


reported having received orders 
totalling over $100,000,000 in less 
than a week after its distributor 
convention. This total was almost 
double that for a similar period last 
summer. 

D. H. Cogan, president of Air 
King Products Co., Inc., said that 
sales orders booked during the first 
four days of the market amounted 
to over $10,000,000. 

Questions and Answers. The 
answers which the retailer was get 
ting to his questions on deliveries 
and prices were uncertain and, most 
of the time, discouraging. 

One manufacturer told his dis 
tributors that he would be able to 
maintain production throughout th: 
first six months, but he was the ex- 
ception to the general rule. Most 
firms would make no estimates of 
production levels beyond the first 
quarter, although several companies 
admitted that they expected a 50 
percent cutback in production for 
the year. First quarter estimates 
were generally fairly optimistic. 
most firms hoping to hold produc 
tion near 1950 levels for that period 
Even the most pessimistic saw 
little more than a 15 to 20 percent 
cutback during the first three 
months of the year. 

Answers to questions on pric 
levels were similarly vague. Charles 
T. Lawson, vice-president in charge 
of Kelvinator sales, told the Na- 
tional Retail Furniture Assn. that 
further price increases may occur 
on major appliances. 

The annual meeting of the Na 
tional Appliance and Radio Dealers 
Assn. during the second week of the 
furniture markets tended to spread 
attendance among appliance dealers 
more evenly over the entire market. 

For complete picture coverage of 
the furniture markets as well as the 
Housewares Show, see the March 
issue of ELectrIcAL MERCHANDISING. 


GEORGE P. CASTNER 


the traffic committee, P. A. Wel- 
chans of Thor, chairman of the 
parts and service committee, S. H. 
Lewis of Easy, chairman of the 
foreign trade committee. cS - 2. 
Cockerill, Apex Electrical Mfg. Co. 
and chairman of the sanitation com- 
mittee, Frank Breckenridge, presi- 
dent of Automatic Washer Co. and 
chairman of the engineering and 
research committee, John M. Wicht 
of Blackstone, chairman of the gov- 
ernment committee and Harry C 
Kunkelman, retiring chairman of 
the associates committee. 
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PACKARD Plus Performance 


FRACTIONAL HORSEPOWER 


MOTORS 


for Your 
Produet 


The performance record of Packard 
motors has been proved and approved 
by repeated expressions of customer 
satisfaction and good will that increase 
the value and trade acceptance of 


Packard-equipped products. 


For 34 years we have concentrated our 
skill, experience and resources on the 
manufacture of soundly designed, 
ruggedly built fractional horsepower 
motors. Today—with expanded facili- 
ties for engineering and manufacturing 
—we continue to concentrate in this 
one field. 


Profit by our reputation—benefit by 
our concentration—and choose Pack- 
ard fractional horsepower motors for 
plus performance, lasting dependa- 
bility, and complete satisfaction. 


Packard Electric Division, General Motors Corporation 
Warren, Ohio 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY-FOUR YEARS 
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Want to cut finishing time? 


CALL YOUR INDUSTRIAL FINISHES SPECIALIST 


Production costs would take a nice drop if you could cut finishing 
time substantially! And how do you know you can’t until you 
consult an Industrial Finishes Specialist? He has solved this and 


Hot Lacquer spraying of furniture 


[he recently improved application of quality finishes, by hot 
spraying, steam and electrostatic spraying is gaining acceptance 
in the finishing of many products. Spraying of new lacquers and 


These are just a few examples from 
the files of the Industrial Finishes 
Specialist! 

Whatever your product . . . what- 
ever your finishing problem . . . you'll 
find it pays to consult an Industrial 
Finishes Specialist. He’s the technical- 


NATIONAL PAINT 


ip ae Se ae ae 


Illustrated 





Electrostatic spraying of metal frames 


ly trained, production-minded repre- 
sentative of your Industrial Finishes 
supplier. 

To save production time, increase 
sales, call him now. Remember, more 
and more of your customers start buy- 
ing with the finish in mind! 


: 


many other finishing problems for many products in many fields. 


below are three ways it’s being done . . . without 


sacrifice of quality! 


Steam spraying of 300-lb. bomb 


synthetics by these methods gives improved protection with a 
single application! Saves spraying, drying, baking and sanding 
time. Cuts costs, increases capacity! 


‘Gghe better the finish 


, VARNISH AND LACQUER ASSOCIATION, INC., WASHINGTON, D. C. 
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JUBILANT over the dryer sales picture are R. G. SWAPPING STORIES before meeting are J. Peters CAUGHT during luncheon are E. C. Buchanan and 
Halvorsen and Howell G. Evans of Hamilton of Blackstone (left) and L. Koranda of Horton A. C. Scott, both of Apex Electrical Mfg. Co. 


Home Laundry Manufacturers Meet in Chicago 


BLACKSTONE?’s president, Oscar Lenna, right, and VICE-PRESIDENTS F. W. McGrath and R. F. Doyle, WHIRLPOOL president Elisha Gray looks up from his” 


his sales manager, P. S. Moynihan, compare notes. of Appliance Mfg. Co., meet during intermission lunch as a flash-bulb goes off. } 





C. J. DECKER of Chamberlain, M. A. Toussaint of PAUL NELLIGAN of Easy, Lou Upton of Whirlpool FRANK BRECKENRIDGE, new president of Auto- 
Conlon-Moore and Jack Noelke depart together. and Roy Bradt of Maytag discuss candidates at lunch. matic, is congratulated as P. H. Korrell looks on 
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$500 prize-winner 
hails Womans Day 


as selling tool 


Meet Mr. Lewis Mandel, 

first prize winner in the Woman’s Day contest for appliance dealers. Mr. Mandel knows 

what more dealers learn every day: that one of his best customers is the Woman’s Day 

reader. She wants her magazine enough to go out for it month after month...and 

believes in it enough to buy from it regularly. What’s more, she can buy it only at her A&P market. 
As a steady Woman’s Day reader, therefore, she’s a steady A&P customer...and a steady 


spender at the stores in the A&P area. No wonder Mr. Mandel says “Believe me...all our men 


carry a copy of Woman’s Day as standard equipment.” 


Of Woman’s Day’s 3% million readers, many shop in your area .. . 
and in your store. They’re your best customers for toasters . . . for refrigerators 


... for irons .. . for all the appliances they’ve seen in Woman’s Day! 
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‘ f Woman's Day 


breaks the thick ice of 


sales resistance 


says Lewis Mandel 
President, the Great Western Furniture Company 
First prize winner in the Woman’s Day contest for appliance dealers. 


‘ RMS Le Rte RRR T IE os 3 Aa Ree atm ame en 


—_o WESTERN FURNITURE CO. 887 





The Great Western Furniture Company, 883-885-887 West Baltimore Street, Baltimore 1, Maryland 


Woman's Day 


Sold by A & P stores in big cities and small. 


The National Magazine ...with the NEIGHBORHOOD impact. 
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tot Sellin 
-and a Coo 


\ aaa ererengg 
Pin 


Displays 7REE/ 
Profit for YOU// 


The perfect center-of-window display unit. Speaks out for atten- 
tion by your cash register. Occupies a little over one sq. ft. of 
counter space. A visual display to make many more sales. 











Model D205 





Pleasing in design and economy in space display with maximum 
effect. This display unit never stops selling. Pleasing colors give 
sparkling Swing-A-Way items positive constant sales emphasis. 








YES, SWING-A-WAY has many more display units. 
All effective selling tools to boom your kitchen appli- 
ance sales. Ask your distributor or write us direct for 
colorful catalog describing the many useful displays. 


SWING-A-WAY MANUFACTURING CO. 
4100 BECK AVENUE » ST. LOUIS 16, MO 


CANADIAN REPRESENTATIVE FOX AGENCIES LTD PORT CREDIT ONT 
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for distributing appliances among 
distributors, protecting dealers in 
the event of “freeze” orders, and 
supplying appliances needed in case 
of disaster. The task group named 
James H. Simon of the Simon Dis- 
tributing Corp., Washington, D. C., 
as its chairman. After conferring 
with NPA officials, it held its second 
meeting in Chicago January 9. 

Copper Order. The end-use lim- 
itations, like that on copper, were 
in addition to percentage cutbacks 
on the use of mater‘als for all civil- 
ian production. They were not 
too tough—but they foreshadowed 
stiffer restrictions to come 

The copper order banned use of 
copper, except in a functional part 
where no substitute could be used 
or as electrical conductor, in laun- 
dry equipment, vacuum cleaners, re- 
frigerators, polishers, mixers, iron- 
ers, hair dryers, razors and toasters 
The only limit on copper in ranges 
and radio and television receivers 
was on its use for trim 

The order obviovsly permits the 
use of copper in motors and for elec- 
trical components in appliances, like 
toasters, that have no motors. This 
represented the thinking of the 
mobilizers early in January that nse 
of metals should not be banned ex- 
cept where substitutes could be 
used 


Wanted: Substitutes. The search 


CONTINUED FROM PAGE 101 


| CUTBACKS MAY LEAD TO RATIONING 





materials was left 
largely up to manufacturers and 
their research departments The 
armed services have been beating 
the bushes for substitutes and have 
come up with a few, but these 
showed little promise for civilian 
production. NPA has set up a con- 
servation staff to take on the com- 
bined jobs of standardization, sim- 
plification and substitution to hold 
down consumption of scarce ma- 
terials in civilian items. But this 
group is just getting organized 

Until DPA has begun formal op- 
erations, industry people will con- 
tinue to contact NPA for informa- 
tion and guidance on_ controls. 
Eventually, it is expected that DPA 
will bring together under its roof 
virtually all the existing control 
agencies, except the Economic Sta- 
bilization Agency and a manpower 
organization. The latter agency is 
now being set up. It will make pol- 
icy decisions on the flow of men 
inte the armed forces, defense pro- 
duction and essential civilian occu- 
pations. 

DPA thus may become virtually 
a latter-day twin of the former War 
Production Board. Its electrical 
divisions, now scattered in the com- 
merce and interior departments, ap- 
pear scheduled to merge into a 
War Production Board-type indus- 
try division 


for substitute 


STRUGGLE FOR SALES AHEAD—SIRAGUSA 





tion, with only one third of 25 mil- 
lion families in a 40 mile radius from 
broadcasting stations owning a TV 
set. Many smaller sets are already 
outmoded. 

Siragusa said the firm had in- 
vested $5 million in a plant at Gales- 
burg to produce 30,000 refrigerators 
a month. In advertising and pro- 
motion the firm spent $18 million in 
1950 and will do the same in 1951, 
unless curbed by military produc- 
tion. Siragusa felt that Admiral’s 
82 distributors should expand their 
30,000 dealer system, work on sales 
training and keep up ceaseless pres 
sure for display Admiral dealers 
should feature Admiral products in 
their window displays for at least 
four out of 12 months every year 
he said 
Admiral is 
ready to take on military productior 
and feels that a dual job is the best 


Siragusa said that 


way to serve the nation and the pub 
lic in a p 


riod where there is no true 
peace or total war 

TV-Radio Line. 
Richard A. Graver presented the 
firm’s 1951 radio and_ television 
lines, explaining that Admiral was 
introducing new lines at this time 
because the industry was facing a 
buyers’ market despite the presence 
of war clouds. He pointed out, too, 
that the new line was planned 
months ahead and said Admiral had 
decided not to try to coast with 
last year’s models. 

Commenting on Regulation W, 
Graver told the distributors that it 
might be a blessing in disguise 


Vice-president 


FEBRUARY, 
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“Because it will eliminate reposses- 
sion,” he said, “it will strengthen 
the dealer position.” 

Demand for radio can be as 
strong in 1951 as it was in 1950, 
Graver said, as he introduced the 
firm's 1951 line, which centers atten- 
tion on small models. Prices begin 
at $19.95 for a table model in black 
and includes two radio-phono com- 
binations priced at $79.95 and $89.95. 
The line includes a clock radio for 
the first time 

The 35-model TV line begins at 
$199.95 for a 14-inch table model, 
one of three sets being carried over 
from 1950's line as price leaders. A 
novel note was injected when the 
firm introduced a TV combination 
with a complete built-in bar 

New Apvliances. Vice-president 
L. H. D. Baker introduced the 1951 
range and refrigerator lines to the 
The three-rance series 
vegins at $289.95 and goes up to 
$339.95 


convention 
} 
Ten new refrigerators were 
shown, featuring savings in space, 
plastic meat storage trays, a butter- 


servador” she! 


keeper es and 


built-in ege storage. Price leader is 
a 7.5 cubic foot model at $199.95 
Top of the line is an 11 cu. ft. dual 
temp model 
Besides Ross 1 
heading the program were 
C. Johnson, vice president of sales, 
Richard A. Graver, vice president of 
electronics, L. H. D. Baker, vice 
president of appliances, 
Mintz, advertising director, Joe 
Marty, and Miss Willie Mae Rogers, 
director of home economics 


Siragus 
WwW 


Seymour 
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am wy with TOASTMASTER 


—for water heater name acceptance ! 











ig 


@A name customers know makes profits grow! And no trademark 
in the electrical appliance field is better known or more respected 
among consumers than the “Toastmaster” brand. To you, that 
means pre-sold customers, easier sledding in the salesroom, added 
store prestige... more profits. 


All these features make selling easier! 


“LIFE-BELT”’* ELEMENT operates at gen- 120° and 170° F. Dial recessed for pro- 
tle “black heat," is practically burn-out tection against damage. 


proof. Saves your customers money. Cuts FIBERGLAS INSULATION is more efficient, 
service expense for you. money-saving insulation that keeps heat 
“IONODIC’* SYSTEM (optional) helps in. Sheil stays cool—even when water is 
prevent corrosion. Internal tank protec- 170° inside! 

tion that guards you against loss of cus- 


tomer good will. 10-YEAR SERVICE WARRANTY. 
SOMBRERO BAFFLE is a new development LISTED BY UNDERWRITERS’ LABORATORIES. 


that prevents incoming cold water from CAPACITIES: Five Standard Models—30 
cooling heated water in the tank. Another ‘ Five De L Model 
money saver! to 120 gallons. Five De Luxe Models— 
40 to 82 gallons. Seven Commander 
TEMPERATURE CONTROL gives easy reg- Models—30 to 82 gallons including table 
ulation of water temperature between top design in 30 and 40 gallons. 





Built by the makers of the famous “Toastmaster”* Toaster 


Hrutomatc Cleric Weiler Healt 
*° Toastmaster,” “Scorce Kyou,” “lire-Bevt,” and “lonopic” are trademarks of McGraw 


Electric Company, makers of “Toastmaster’’ Toasters, “Toastmaster” Electric Water Heaters, and 
Also available other ‘‘Toastmaster" Products. Copr. 1951, Clark Division, MeGraw Electric Company, Chicago, Il, 
eee 


the new line of “Scotch Knight’’” FIVE Be « FIVE " . SEVEN 
hs STANDARD MODELS = DE LUXE MODELS a COMMANDER MODELS 
Automatic Gas Water Heaters! || OL, “ease ie eee A ee ee 
— 


top, 30-, 40-, 50-, 67-, 
capacities. 82-gal. capacities. wa 


ond82-gal.capacities. 
| 


a 
’ 
— 





R. V. Palmauist, Sales M 9 E-21 
McGraw Electric Company, Clark Division 
5201 W. 65th St., Chicago 38, Ill. Business___ 





Name 





Please send me full details on the Address__ 
profitable “Toastmaster” and “Scotch 
Knight” Water Heater dealership. City. 
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a trttlliant new deKled of television 


KECEWEVL. .. engineered for outdta nding 


prexforma nee... duper: in catine dtyling 


... each a value to challe nge COMPLAHLION 





Model 37K35—17” TV Combination. Walnut, $499.95 








an 





% 


; / dmiral agin tH 


—— 
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Model 37K27—17” TV Combination 
Blonde, $499.95 





Model 321K18—21” TV Combination 
Maple fruitwood finish, $795.00 











Model 17K11—17” TV Table Model. Ebony, $269.95 


Model 27K27—17” TV Console. Blonde, $409.95 





















































... BECAUSE OF FINE DOT PICTURE 
DEFINITION with ADMIRAL’S EXCLUSIVE 
FLEX-O-MATIC FOCUS CONTROL. 


... BECAUSE OF 44% MORE PICTURE 
TUBE VOLTAGE with ADMIRAL'S 
AMAZING DYNA-RAY PICTURE TUBE. 


... BECAUSE of 20% to 50% MORE 
PICTURE DETAIL with ADMIRAL'S 
New Stagger-Tuned I. F. Peaking Process. 


see your distributor 
now for complete details 


All prices slightly higher in south and west. Excise 
tax included. Prices subject to change without notice. 























uy 
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Aristocrat of 
indoor antennae! 
COSMOPOLITAN TA-55 

Uniquely beavti- 
ful FOTO-TENNA 
specifically de- 
signed to blend with 
the finest interior 
decorating scheme. 
Beautiful brown 
leatherette, 11" x 
14” closed, opens to 
opprox. 22'/2''x14". 
Complete with 
lead-in wire. Indi- 
vidually packaged. 
Packed 12 to a mas- 
ter carton. Shippin 
weight, 22 Ibs. LIS 
PRICE, $7.50 


Could you use an extra 


man—to work FREE? 


Men are scarce. Good men, much scarcer. But 
in some respects, your handling Radion is 
like adding a good man—an expert who 
not only works “for free” but even pays you 
a tidy profit. 


Over 1,500,000 
sold! 
METROPOLITAN TA-49 
The industry stand- 
ord, Model TA-49 
Radion often makes installation a one-man, pons Bape og ma 
instead of two-man, job. Faster installation, J in. 3-section. tele- 


‘ scoping tubular 
too. Almost like an extra installation man! 


installation man? 


ee nen 


In areas where most TV set sales are made, 


steel dipoles. Fully 
assembled. Individ- 
vally pockaged 
Shipped 12 to mas- 
ter carton. Shipping 
weight, 22 pounds. 
LIST PRICE, $6.95 


be 


An extra salesman 


on TV sets? 


Radion on your demonstrators—Radion as part 
of a “no installation charge” offer—Radion 
to bring in beautiful images when built-in 
antennae fail—yes, Radion may easily increase 
sales as much as adding a man! 


' 
; 
; 
: 
; 


An extra sales clerk 


for parts, etc.? 


As a traffic item—a “pick-and-pay” profit 
maker for you—Radion saves clerks’ time. 
Needs no explaining, no wrapping. Shows 
many dealers a surprisingly good volume! 


Radio 


THE RADION CORPORATION, 1137 Milwaukee Ave., Chicago 22, Ill. 
This coupon brings EXTRA help — mail it NOW! 





THE RADION CORP., 1137 Milwaukee Ave., Chicago 22, lil. M-2 
Please send complete details on Radion products and dealership. 

Metropolitan No. TA-49 (] Cosmopolitan No. TA-55 
Name 


Company 


Address 





City Zone State 


News Briefs 


Approve New Plant. Work has be- 
gun on a new million dollar plant 
for General Electric’s electronics 
department in Auburn, N. Y. Occu- 
pancy is scheduled for late summer 
or early fall. 


Expanded Ad Plans. Florence Stove 
Co. has announced plans for a 
“greatly expanded” advertising pro- 
gram in 1951 as the result of the 
“unprecedented success” of last 
year’s campaigns. 


Record Output. Billings of Motor- 
ola, Inc., in 1950 were approxi- 
mately as large as the total for the 
entire industry in 1940, Paul V. Gal- 
vin, president of the firm said in a 
year-end statement. Industry dollar 
billings have jumped about 860 per- 
cent in the ten year period, he said. 


Acquires Cabinet Firm. Estate Stove 
Co., a subsidiary of Noma Electric 
Corp. has acquired the Toledo Desk 
& Fixture Co., manufacturers of 
kitchen cabinet equipment. Noma 
plans a sizable investment in new 
tools and manufacturing equip- 
ment. 


Stripped Sets. Introduction of 
“austerity” model TV sets and an 
unprecedented demand for used sets 
are among the possibilities if the 
tense international situation con- 
tinues, Frank A. D. Andrea, presi- 
dent of Andrea Radio Corp., said 
recently. He said continued output 
of receivers may depend upon 
standardization of models, pointing 
out that there are more than 61 
types and sizes of picture tubes now 
in use. 


Expand Facilities. Office space and 
production facilities of the Bruns- 
wick radio and television division 
of Radio and Television, Inc., have 
been substantially increased to meet 
demands for Brunswick television. 


Honored For Surpassing Quota 


Atomic Research. Nash-Kelvinator 
Corp. has made a grant of $100,000 
to the University of Michyan for 
its “Phoenix project” in atomic re- 
search. The grant will be applied 
toward basic research, primarily in 
two broad phases of nuclear investi- 
gation—the preservation of food and 
the improvement of metal surfaces 
and coatings. 


New Lamp. Duro-Test Corp. has 
introduced a new, all-white incan- 
descent lamp which gives almost 
total diffusion without glare or loss 
of lumen efficiency. 


Expand Disposer Output. Fred 
L. Roberts Enterprises, Glendale, 
Calif., has begun construction of a 
new factory which will allow the 
firm to double production space on 
its Kitchen Queen and Dash-Away 
garbage disposers. When the firm 
went into production a year ago, 
daily output was 25 units. Current 
production has been 3080 per day. 


Complete Introductien. Introduc- 
tion of an automatic deep fryer now 
underway in mid-western markets 
by National Pressure Cooker Co., 
will be extended to a national basis 
by April, L. E. Phillips, president 
of the firm, said in his firm’s annual 
report to stockholders. 


Set 51 Aims. Trans-Vue Corp. has 
announced that it will deliver 50,000 
television receivers in 1951. The 
firm has joined manufacturing facil- 
ities with Jackson Industries. 


Gains in ’50. Production and sales 
of Philco television receivers in 1950 
were 300 percent ahead of 1949, 
president William Balderston told 
distributors last month. Total sales 
for the year were approximately 
$335,000,000, the largest in the com- 
pany’s history. 
(Continued on page 116) 


OFFICIALS OF the Garrett-Miller Co., Wilmington, Del., distributors, accept 


1 plaque from Hal Biddle, general sales manager of Ironrite, Inc. 
president of Garrett-Miller; 
The Delaware firm was honored for achieving the largest percentage 
Northern Supply Co. of Saginaw, Mich. was also honored 


Don Farquhar 
Young 
f sales over quota 


At left is 
at right is sales manager Jim 


by lronrite for doing the highest percentage of industry business in the nation 
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MODEL T-100 


$1 69: 


COMPLETE B\ 2 » HOME TALENT 
* It's fun tore 


of family — voices 


nd friends. 


Symphonies, comed 


on 
tape fo, future Stee 
9. 


Revere Sells an Untapped Market FARD rscny 


ma 
ties, ler pena) Dring 


; | } ! Revere gon ee VIEWS 
to bring you extra profits! a 


ents. 


'n subject's 


Never before has there been anything in the entire recording field to , \, Sha MEETINGS 
compare with the Revere Recorder in creating store traffic, easy sales, ame Revere | 
and healthy profits! 


Revere’s profesiioe quality and superior features combined with a 
down-to-earth price hits an untapped . market of live prospects, and a 
single demonstration is often all that»is needed to clinch the sale. 


Revere offers everything your customers want for ideal service, at an 
amazingly low price. True-as-life sound reproduction .. . easy to operate 
controls . . . full hour’s listening on every reel . . . erasable, re-usable 


tape ... powerful constant speed motor . . . are just a few of “~— 
outstanding advantages. 


Get your share of this profitable Revere Recorder business. Write today” 
for complete information about this sensational new sales producer! 


th 
Secretary” oy fing fect 
er. 


ences, 


REVERE CAMERA CO. * CHICAGO 16 


Revere 
Magni Tepe csi parece 


by turn of a switch—no cords to P 
RT. connect. 


RECORDERS monenee) Tae 
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REVERE RECORDER-RADIO COMBINATION 





NIVERSALS 91 Refrig-a Dor Lin 

















more 
Y eneexer 
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we 
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efrigerotors " in this P 
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rigeratort 





¢ NO M 
Lo0OR wiotH 
i tors 

inary V9 cubic foot refriger? 
thon ordinor 





Model URI4HMD 


. ONLY 


COMPARE THE CAPACITY! $ 9 
In a floor space approximately the same, 
the new Universal Refrig-a-Dor stores 


40% more food . . . and 50 to 60 pounds 
more frozen food . . . than competitive 
10 cubic foot refrigerators now on the 
market ... yet costs no more! 


NOTHING CAN MATCH IT! Dollar for dollar, only Refrig-a-Dor 
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H... at last, is the refrigerator-freezer that 
answers public demand for really adequate food 
storage ... 14 cubic feet of cold space with 25 
square feet of shelf area and a giant 100 pound 
freezer—the biggest ever built into a refrigerator 
... up to 100% more capacity. 


And it’s offered at the same price as competi- 
tive refrigerators that are much smaller! 


Never before has such a refrigerator been of- 
fered with so many features the public wants at 
a price that will rock the industry. 


FEATURE IT UP FRONT... 


in your store because there’s nothing like this 
great new leader of the Universal Refrig-a-Dor 
line. Five models in three sizes .. . 14, 10 and 9 
cubic feet . . . each one a matchless value. 


PHONE OR WIRE 


your Universal Distributor NOW 
. .. to make sure of early delivery! 


JUST LOOK AT ALL THESE 
EXTRA DE LUXE FEATURES! 


Automatic Defrosting—nothing 
to empty. Defrosts each night in 10 
minutes, no fuss or bother! 

« Refrig-a-Dor Shelves—puts 
twice the food “out front” where it's 
easy to see and easy to reach! 

KK Large Chill Tray — provides 
deep cold for meat storage, chilled 
desserts, and extra ice cubes! 
Deep Crisper Drawers—keep 
almost a bushel of fruits and vege- 
tables “farm fresh" for days! 

*« Adjustable Shelves—will ac- 
commodate a bulky 30-pound tur- 
key or a great big watermelon! 
Butter Keeper—holds a full 
pound of butter at the just right 
temperature for spreading! 

K Silent Unit—hermetically sealed, 
designed for front service, war- 
ranted for five years! 


FOR AGGRESSIVE DISTRIBUTORS 


ONLY —A few high-volume territories are 
now open for distributors who can qual- 
ify to handle the new 1951 Universal 
Refrig-a-Dor line. Write today to Refrig- 
erator Sales Company, 91 Lexington St., 
New Britain, Conn. for full information 
on available territories. 


eyayavayi 


Model URSHD Model URSHS 
9 cv. ft. De Luxe 9 ev. ft. Standard 
with 52 pound with 52 pound 
freezer capacity freezer capacity 
Copyright 1961 Refrigeration Bales Co. 


Model URI4HMD 
14 ew. ft. Master 
DeLuxe with 100 Ib. 
freezer capacity 


Model URTOHD 
10 cv. ft. De Luxe 
with 52 pound 
freezer capacity 


Mode! URIOHMD 
10 cv. ft. Master 
De Luxe with 70 Ib. 
freezer capacity 





FRARY & CLARK 


offers so much for so little! 


TRADEMARK OWNED BY LANDERS, 
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GOOD SELLING MAKES GOOD CUSTOMERS 























"One good 
PRESERVES aucther” 


Help the lady buy the refrigerator that 
best suits her family’s needs . . . and 
you have the inside track on profitable 
future business. Her day-to-day satis- 
faction with that refrigerator is the best 
‘customer preservative” you could ask 
for. Even in a seller’s market, there’s 
competition for Mrs. Consumer’s dollar. 
A well-made sale today will keep her 
your customer—for anything from another 
appliance to a complete kitchen or laundry. 
Owens-Corning Fiberglas Corp., 
Dept. 104-B, Toledo 1, Ohio. 


OWENS-CORNING 


FIBERGLAS 





FIBERGLAS 


HAVE 
& *e 
“Ture ro sett! 


APPLIANCE INSULATION Peete ee 


made of or with glass fibers. 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 











NEWS BRIEFS 
ees CONTINUED FROM PAGE 11 2qemmme 


Fire Damage. A fire in mid- 
December partially destroyed the 
Sanitary Refrigerator Co. in Fond 
du Lac, Wis. A warehouse was 
severely damaged but the manu- 
facturing plant did not burn. The 
firm said it hoped to resume pro- 
duction within two weeks of the 
fire. 


Carry Over Orders. A backlog of 
almost $70,000,000 of unfilled orders 
was carried over from 1950 by 
Sylvania Electric Products, Inc., ac- 
cording to president Don G 
Mitchell. Last year’s sales ex- 
ceeded $150,000,000, more than 50 
percent ahead of 1949. The firm 
expects that 1951 business—includ- 
ing defense orders—will be “con- 
siderably more” than 1950. 


Handle Own Distribution. Sales of 
Nesco electric roasters and the 
firm’s electrical line are now being 
handled by the company’s regular 
sales force. Heretofore such sales 
have been handled by manufactur- 
ers’ agents. One reason for the 
change was to utilize the Nesco 
sales force more efficiently, since 
shortages have reduced the number 
of housewares items normally 
handled by the staff. 


Move Radio-TV Plant. Stewart- 
Warner Electric, radio and tele- 
vision division of Stewart-Warner 
Corp., has acquired a new plant in 
Chicago to house the division's 
manufacturing operations which are 
now located at the firm’s main 
plant. 


Move to Mart. Magnavox has leased 
permanent Chicago display head- 
quarters in space 1115 of the Merch- 
andise Mart. The Chicago staff of 
the firm’s components division will 
move into offices adjacent to the 
showroom. 


Tie-in Ads. National advertising by 
Estate Stove Co. during the spring 
of 1951 will tie in with two new 
movie releases, “Take Care of My 
Little Girl’ with Jeanne Crain and 
“I'd Climb the Highest Mountain” 
with Barbara Bates. Endorsements 
of Estate ranges by these two stars 
will be included in ads and promo- 
tional materials. 


Mart Showroom. Capehart-Farns- 
worth Corp. has opened a perma- 
nent showroom in space 1118 of the 
Merchandise Mart in Chicago. The 
showroom will also serve as a com- 
pletely staffed Chicago headquarters 
for Capehart distributors, offering 
telephone, secretarial and confer- 
ence room services. 


Cancel Price Hike. Jackson Indus- 
tries, Inc., Chicago radio and tele- 
vision manufacturer, in December 
announced that it had cancelled plan 
for a ten percent increase on prices 
of models in its 1951 line. The ac- 
tion was taken to comply with the 
government’s request for a price 
freeze. 
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GET SET UP FOR GENERAL ELECTRIC'S 


CLEANUP LIGHT UP TIME! 


SELLS CLEANING SUPPLIES WHILE IT SELLS LAMP BULBS! 


Starts April 2 


HAT better way for a housewife to brighten up 

for Spring than to light up... with G-E lamps? 
General Electric’s Spring “Clean-up . . . Light-up” Time 
helps her do it, by reminding her to get the lamp bulbs 
she needs at the same time she buys her housecleaning 
supplies so she can be sure to have the right bulb in 
the right socket. 





“Clean-up ... Light-up” Time is 
backed by General Electric’s national 
advertising. And there'll be counter 
and window cards, streamers, and 
other display materials you need to 
feature “Clean-up . . . Light-up” Time 
in your store. 

















GENERAL @@) ELECTRIC 
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New NORGE 


=f Z7 SELF-D-FROSTER 


(Model DSD-86) 
most convenient refrigerator ever designed! _ 


9 great NORGE models— 
with logical step-up prices! ([ | 
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NORGE never vPs® 


“surprise defrostings”” 








‘tout of this world” 
prices! 





See for yourself 
how much NORGE offers! 


14,000 dealers must be right! Norge for 1951 is “out 
of this world” for “sell-ability” that means top profits. 
Here is a complete line of quality products loaded 
with features—and with logical step-up prices. A line 
that’s backed by the greatest advertising campaign in 
Norge history. Yes, this year more than ever—Norge 
is the line that delivers for the dealer! 


(ea 
iz 
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THE ORIGINATORS AND WORLD’S LARGEST 


MANUFACTURERS OF SELF-DEFROSTING REFRIGERATORS 


THE WHOLE TRUTH 
SELF-DEFROSTING! 


...and only 


gives you all these selling features! 


Completely Automatic Defrosting! Here’s automatic 
defrosting really perfected . . . by the originators and 
world’s largest manufacturers of self-defrosting refrig- 
erators. No “surprise” defrosting just as guests arrive, 
no non-defrostings when you're away . . . for Norge 


defrosts every night ...in minutes... 


. before even ice 


cream can melt. No hidden drain pipes to clog or cor- 
rode, no foods to juggle . . . for in Norge, and only in 
Norge, the frost water flows neatly into the sanitary 
Handefroster. It’s fool-proof, fail-proof, odor-free! 


New Butter Bank! Conveniently located 
in the full-length Handidor. Keeps a 
full pound of butter just right for 
spreading. Control knob lets you 
choose any of four different degrees 
of firmness. 





- - 
bac NAAT 
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New Adjust-A-Shelf! Moves in or out, 
and up or down to 3 different levels. 
And center section of shelf below lifts 
out to make room for a huge turkey 
or watermelon, while side sections 
stay rigid. 


New Dial-A-Temp! Visible cold control 
works with radio-dial ease and preci- 
sion. Gives you 14 accurate degrees 
of cold .. . with special Vacation set- 
ting for economical operation when 
you're away! 


=" \ 
— — \ 
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New Egg Nest! Built right into the 
Handidor . . . converts instantly to 
an extra shelf. See the built-in Bottle 
Opener, too . . . and all the other fea- 
tures of the world’s most convenient 
refrigerator! 


.»» THE LINE THAT DELIVERS FOR THE DEALER! 
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929 Plymouth Bidg. 


T.V. SALESMEN 
The only 10% deal 
+ ' in town plus lea 
dicate Bldg MA 7381 | 1422 3 a 


SALESMEN WANTED — 


STIMULATES VACUUM CLEANER SALES 


EXPERIENCED 


First and finest carrier for tank-type vac- 
uum cleaners, the Roll-a-Vac has proved 
itself in tests and in use, and is already 
increasing sales of cleaners. 


QUALIFIED 


The Roll-a-Vac was designed to meet 
a real need. A colorful little carrier, it is 
made of the right materials for sales 
appeal and durability. Won't wear out. 


RECOMMENDED 


Wholeheartedly endorsed by thousands 
of owners who wouldn't have purchased 
a tank-type cleaner without a Roll-a-Vac, 
and who appreciate the extra conven- 
ience of having their cleaner on wheels. 


DEALER 
INQUIRIES 
INVITED 





COLORED door handles in a choice of 
ten shades are a feature of Interna- 
tional Harvester’s new refrigerator 
line. E. B. Derr, refrigeration prod- 
ucts specialist for the firm, shows the 
handles to audience at firm’s Chicago 
convention. 


Colored Handles Mark 
New Harvester Models 


Colored door handles in a choice 
of ten accent colors brought the ap- 
plause of 500 distributors and their 
men who attended the International 
Harvester Co. refrigerator conven- 
tion in Chicago December 12. 

Seven refrigerators in two cabinet 
sizes were introduced. They range 
in capacity from 7.4 to 9.5 cu. ft 
with 13.7 to 18 sq. ft. shelf space. 
Three models have pantry space in 
the door, offering nearly 8 sq. ft. of 
space. One model carries a butter 
conditioner and two have the “egg- 
o-mat” which dispenses one egg at 
a time. 

A built-in bottle opener has been 
magnetized on two models to hold 
caps after removal. Three units 
have cold to the floor refrigeration. 
Freezer lockers store up to 50 Ibs. of 
frozen food, crispers hold up to 23 
quarts. All models have built in 
levelers to take care of uneven 
floors. 

Said A. J. Peterson, manager of 
sales: “International Harvester pro- 
jected $50 million in sales for 1950 
Immediately after the campaign 
started. the obiective was raised to 
$60 million, and the goal could have 
heen made without the Korean war 
International Harvester built in 10 
months 225000 ho-vsehold  refrig 
erators and 50.000 freezers Aim for 
1951 is 275,000 household refrig 
erators and 100,000 home freezers 

“The $64 question is, can we build 
this number. There are three factors 
governing the situation. Appliance 
plant capacity is okay. Unknown 
are the available materials and avail- 
able manpower. However, during 
the two and a half months shut- 
down, the company proceeded to 
take in materials sufficient to pro- 
duce for the next four months. With 
labor, the firm has a five year con- 
tract.” 

Peterson said he felt that it would 
take considerable selling to move 
this volume. The backlog of de- 
mand is not as heavy as in the past. 

Prices are going up, living costs 
are going up, and the public will 
have less money to spend. As a re- 
sult, he said, International Har- 
vester is intent upon developing a 
dealer structure. Nationally in 1950, 
the company got five percent of the 
refrigerator business. It is shooting 
for 10 percent. 

While it is felt that International 
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Scheduled Meetings 


MARKET WEEK 
Western Merchandise Mart 


San Francisco, 
February 4-9 


FLORIDA ELECTRICAL 
EXPOSITION 


Tampa Electric Co. 
Florida State Fair, Tampa 
January 30-February 10 


HARDWARE AND HOUSEWARES 
SHOW 


Pennsylvania & Atlantic Seaboard 
Hdwe. Assn 

Convention Hall, Philadelphia 

February 6-9 


SEVENTH ADEQUATE WIRING 
CONFERENCE 

National Adequate Wiring Bureau 

Sheraton-Gibson Hotel, Cincinnati 

February 15-16 


CHARLESTON ELECTRICAL 
EXPOSITION 
Charleston, S. C., Electrical League 
County Hall 
Week of March 1 


NAT'L ELECTRICAL MFRS. ASSN. 
Annual Meeting 

Edgewater Beach Hotel, Chicago 
March 12-15 











Harvester does 70 per cent of its 
business in the country and 30 per 
cent in the city, the small models 
indicate that it is looking to the city 
for increased volume in 1951. 

Dealer meetings were held by In- 
ternational Harvester in approxi- 
mately 100 cities. 


NEMA To Launch Year Long 
Electric Housewares Drive 


The electric housewares section of 
NEMA will this month launch a 
merchandising and promotion pro- 
gram aimed at capturing a larger 
share of the year-around gift 
market. The program has as its 
theme the slogan “Give Electric 
Housewares — First Choice for 
Every Gift Occasion”. 

Many distributors and retailers saw 
the first phase of the campaign dur- 
ing the Housewares Show in Chi- 
cago. Ralf Shockey & Associates, 
Inc., 350 Fifth Ave., New York, has 
been appointed merchandising coun- 
sel. 


Taubeneck Writes New Book 
On Appliance Merchandising 


Interviews with over 300 success- 
ful dealers form the backbone of a 
new book on merchandising, selling 
and operation of an appliance or 
specialty business published recently 
by Conjure House division of Busi- 
ness News Publishing Co. The 
author of the new book, called 
“Both Feet on the Ground”, is 
George Taubeneck, editor of Air Con- 
ditioning & Refrigeration News. The 
book is available from Conjure House, 
450 West Fort, Detroit 26, Mich., at 
$5.95 a copy 
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‘When day is done, so is dinner! 


**} CAN WORK IN A DEFENSE PLANT 
AND FEED MY FAMILY WELL 
This is Ruth Dougherty heat- ONLY WITH THE HELP OF MY 


ing rivets in the busy plant 


of Pullman-Standard Car 
Mfg. Co. in Michigan City, Ind. N E€ S CO 


Electric Roaster Oven” 


HIS is the theme of Nesco’s nationwide newspaper 

advertising for 1951—a theme that’s up to the min- 
ute in timeliness and appeal—a theme to use in your own 
selling! Of all the roaster-ovens on the market, only 
Nesco Model 129 (below) has the BUILT-IN Time 
Clock that enables thousands of women to serve hot, 
wholesome dinners cooked automatically while they are 
at work! Promote and profit by this Nesco exclusive! 


MODEL 136, with the stainless steel : agit ~~ | Ruth serves her family 
“See-Thru" cover, is the leader in me 5 a piping hot dinner 
the medium-price field! Electric ~ —- 3 m cooked automatically 
Time Clock available as accessory. “icant A= by her Nesco Roaster- 


Oven while she was at 
work. Husband Ervin 
ond children Marlies 
and larry thrive on 
““Nescomatic’’ cooking! 





MODEL 135, with ‘Push 
Button”’ cover release, is 
Nesco's outstanding val- 
ve! Electric Time Clock 
available as accessory. 


Fully Automatic MODEL 129 


While women eer their dinners cook, CN ES CO-) 


in Nesco Electric Roaster-Ovens nee 


New York Regional Sales Office: 200 Fifth Avenue, New York 
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Amana Hold National 
Sales Conference 


Amana can promise an adequate 
supply of all its freezers and re- 
frigerators only up to March 1. 

“It is difficult to go beyond that 
date in these times,” George C. 
Foerstner, vice-president and gen- 
eral manager of the firm, told 165 
distributors and their salesmen at- 
tending Amana’s second annual sales 
conference in Cedar Rapids, Iowa, 
last month. “We have already re- 
ceived several large contracts for 
refrigeration equipment for the 
Army and the Navy, so we will be 
able to keep in production. But we 
can’t be assured of consumer models 
beyond that date at this time.” 

Foerstner promised that the firm’s 
price line would be maintained de- 
spite rising prices on materials. He 
said that it would be held even if it 
resulted in a lower profit for the 
company. 

“Our new line can’t be brought 
out now,” he continued, “because we 
can’t deliver it in quantity. Our 
new upright freezer will have a new 
type of plastic on the door. We are 
using this plastic material because 
of the shortage of stainless steel. 
The door won't be in production 
until May. Therefore, we aren't 
showing this feature at the Chicago 

4 | markets.” 
a. Advertising director Merlin Mor- 
ris assured the group that Amana’s 
NEW {| FF alii OLD ONES advertising in 1951 will be increased 
rather than cut back. More color 
insertions and use of more publica- 
tions are being planned. 

Other speakers included sales 
manager E. L. Hinchliff, Miss Fran- 
ces Duncan, head of the home eco- 





You already know how the easy-to-demonstrate ing units wear out every day. When the housewife een 0, ak Seely Setgen. 


_ ; : ‘ s head of the Amana advertising 
features of TK Monotube surface cooking units help —can’t find a new range—or can’t afford a new one, agency. 


to close new range sales. “Swivel action” for easy she’s just as anxious to buy new units as you are _ (For pictures of the Amana meet- 
cleaning . . . concealed protected wiring . . . 32.8 to sell them. ing see page 124) 
more contact with utensil for 
fast, economical cooking .. . You'll sell her other items later on. McCall's Offers Prizes 
uniform heat . . . no “hot spots’’ = ; Ming ; ; 
or “cold spots”. These are the There is a huge potential in this easy-to-handle For Remodeled Kitchens 


repair business. Installation of TK units is fast and 

. : ar One of the most unique promotion 
: , : simple. And—with the TK line—all you need to be | : “% > 
facturers equip their new models 68 . ie : , ; y stunts in the history of the appliance 
with Monotubes. These are the advantages that help in business is just 4 basic units and 9 pans. industry will get underway late this 


= ‘ onth when McCall’s magazine in its 
; : a coaceadniags TK units turn over fast ersteeiolepe , 
you sell more ranges. . March issue announces a kitchen re- 


And—she’ll not forget the service you render. 


reasons why most range manu- 


you get a host of sales : | design contest. Over 100 cash prizes 

aids to help you. Write for _) will be awarded to winners in the 
hree divisions 2 ‘ 

the brand-new Replace- aa three divisions of the contest. Grand 


ae rs prizes will be $1000 in cash and the 
ment Unit Manual No. 5 complete remodeling and installation of 
and see what we mean. It j the kitchens planned by the two win- 

ives complete informa- | mers. - ; 
8 P ; The McCall reader is asked to re- 


And—these are the advantages that can also help 
you build a big, profitable range modernization 
business. A wise precaution in view of the uncertain 
days ahead! 

TK Monotube replacement business is good busi- 
ness! Here’s why: (1) it’s easy to get, (2) it’s easy 
to handle, (3) it opens the door to other sales, (4) it 
requires but minimum investment and inventory, 


tion on how to get your design or remodel her own kitchen as 


share of profitable mod- ; she would like it or to design a kitchen 
ernization business. | for a new house to be ready for occu- 
and (5) it builds good will. pancy by July 1, 1951. There are three 
classifications in the contest for 


Think of it! Millions of electric ranges are in use | amateurs, professionals and students. 
today—many of them manufactured before the war. Contestants must submit a simple 
Th : : hat li lly th i at Retin anal floor plan of the kitchen as it now ex- 
That means that literally thousands of surface cook- ists, a floor plan of the re-designed 


kitchen and a paste-up of the appli- 
ances and equipment to be used. 
Items in the paste-up must be clipped 
from promotional literature or adver- 


1823 NW. MONITOR AVE, ( 39, ILLINOIS : . paps or he oe ly listed in 
TUTTLE & KIFT, | rmamemeemeumes Ga) Mi nrtet 
, a A SUBSIDIARY OF FERRO E ee : si Mailings have been made to de- 
ah AAS ae. : partment stores and utilities, offering 
promotional material for tie-ins with 
the campaign. Forty manufacturers 
are participating in the promotion and 
some of them are making tie-in ma- 
terial available to dealers and distrib- 
utors. 





FEBRUARY, 1951—ELECTRICAL MERCHANDISING 





*REG. U. S. PAT. OFF. 


ELECTRICAL MERCHANDISING—FEBRUARY, 





} 








HERE’S THE FAST-SELLING “PIPPIN” DISPLAY OFFER 


Called the “‘fastest-selling wall clock on the market” 
by many dealers. Here it is again!—the Pippin, now 
with a colorful display designed to help make it your 
best-seller this season. The display piece (shown at 
right) is yours at no cost when you order the Pippin 
clocks 


. one each: green and ivory). Our 


“Harvest Assortment” — six (two each: 


yellow and red.. 
supply of displays is limited ... so order your 


‘Harvest Assortment” today. 


Prices subject to change. 


SETH THOMAS 7e finest name in chooks 


1951 


eee 
173 NEW -(TS GAY- 
me SETH THOMAS | 
PIPPIN. 


IT’S NEW 

IT’S DECORATIVE 
IT’S MODERN 
IT’S SMART 


IT’S ELECTRIC 
IT’S AN ALARM 


Yes... here’s another bright, new Seth Thomas* 
creation ... the “Romance.” It’s a distinctive 
self-starting electric alarm with a truly pleasing 
tone. Appeals instantly to discriminating home- 
makers and gift buyers. Its smart styling makes 
it the perfect clock for any living room or desk, 
and it’s exactly right for the boudoir. 

“Romance” has a metal dial in mat-finished 
silverplate with hands and numerals of polished 
brass. Similar model with copper finish has 
hands and numerals to match. Convex crystal 
adds distinction, and the alarm is easily set at 
the back of the clock. 

This new Seth Thomas beauty measures 4°4” 
high and wide and is 2” in depth. Priced with 
brass finish: $13.50; copper finish: $14.50... 
not including tax. Clocks are packed six of a finish 
(brass or copper) to the shipping case. You'll 
want to feature “Romance” for February gift- 
buying. And remember, Valentine’s Day is 
“romance time”... so order “Romance” today. 
Get in touch with your wholesaler promptly and 
keep in mind that Seth Thomas is the one clock 
company offering you a complete line . . . a fine 
quality clock for every purpose and for every 
room in the home. Seth Thomas Clocks, Thomas- 


ton, Connecticut. 


PRODUCTS OF 
GENERAL TIME CORPORATION 


GENERAL 
(TIM E | 





165 Attend Amana Conference 


“America’s Finest Gas Range” 


=: . AMANA'S assistant sales manager, Walter Wendler, right, shows off a new 
A Complete Line of Scintillating freezer to Dick Matthews of the Lou Johnson Co., Portland, and Ed Hinchliff, 


general sales manager for Amana, at the firm’s pre-market meeting of 
New 1951 Roper Models distributors in Cedar Rapids, lowa. 


An Outstanding New National * 
and Local Advertising Program cium 
7’ that’s Powerful...All Inclusive 





a S| 
Reece am 
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DISTRIBUTORS from the Far West visit with George Foerstner, Amana vice- 
president, during a break in the conferences. From left to right are Jim 
Murphey, Ken Taylor, Joe R. Miller, Foerstner and Lou Johnson. All but 
Taylor are with the Lou Johnson Co., Portland 


Out Of This World 


In Distinctive Beauty...‘‘Heavenly’”’ 


Taste Treats... Automatic Features 


Down to Earth 


In Original Cost...Installation Cost... 
Operating Cost... Proven Savings 


Wherever shown, the new 1951 ROPER Gas Ranges have 
met with sensational acclaim. ‘Out of this World”, folks say, 
“Yet, Oh So Practical’. Consumers in your community, 

too, will readily agree that ROPER for °51 offers more 


exclusive features... more real dollar for dollar value. 





" . . GLEN JANES, left, of Arizona Hardware, Phoenix, holds the attention of Bill 
GEO. D. ROPER CORPORATION Rockford, Illinois | Hull of Boise, Ida., Lenard Fisher, also of Arizona Hardware, and Ed Faust 
Offices and Warehouses in Principal Distribution Centers | of Kinney and Faust, Fresno, Calif. 





PAGE 124 FEBRUARY, 1951—ELECTRICAL MERCHANDISING 





“Smart dealers find 
money-making is Gale 
when you sell 


Se  §=AUTOMATIC 
ELECTRIC 
WATER HEATERS 











ath the DWW merchandising plans 


Our Merchandising Plans have been worked out with 
a definite purpose in mind—to show you how easy it 
is to make permanent installations of DWW when 
you know how to sell your customers on the things 
they want most in an automatic electric water heater. 





Here’s what homeowners look for and get in D.W. 
Whitehead Automatic Electric Water Heaters: Plenty 
of clear hot water * Economy * Trouble-free perform- 
ance * Advanced design * Precision engineering 
* Gleaming enameled casing * Table-top models for 
extra work space, upright models to conserve floor 
space * Adjustable thermostats © Extra-thick Fiber- 
glas insulation * Underwriters’ approved heavy wir- 
ing * Double extra-heavy galvanized steel tank * Heat 
trap to prevent back circulation in piping * Heavy 
legs for sturdy support * Inlet and drain located to 
offer greatest installation convenience * Cathodic 
protection by magnesium rod * Easily removable 
porthole cover * Chromalox immersion heating unit 
* DWW also features an exclusive baffle 
at cold water inlet. This prevents mixing 
of hot water with incoming cold, insuring 
consistently even water temperature and 
greater economy of operation. 


Nationally Advertised 
LIBERAL 10 YEAR GUARANTEES 
ON EXTRA-HEAVY COPPER-BEARING 
GALVANIZED STEEL TANKS 

WHEN ORDERED 

WITH CATHODIC PROTECTION 














per-bearing 
gelvenizsed 
steel tanks, 
cothedic pro- 
tection op- 
tione!. 

Chromeleox 
elements, sine 
gle or double, 
wettege to 


sesisssssss 
LEBSEREEETE 


.. 25" = 25” = 36" 








Mig, : : os "= See 


D-W-WHITEHEAD 


D. W. WHITEHEAD MFG. CORP. 607 West Ingham Ave., Trenton 8, N. J. 
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In store...after store... 


ADVERTISED IN 


* moved appliances. 


acy’s, a six-store appliance chain, has its head- 
quarters in Washington, D. C. 
Recently Lacy’s decided to put on an advertised- 
in-LIFE promotion in every store! All six stores par- 
ticipated in the promotion to take advantage of the 
barrage of advertising in newspapers, radio and TV. 
Everyone at Lacy’s hammered home the adver- 
tised-in-LIFE theme. They found that it built up 
customer interest and provided the clincher for 
difficult sales: 
“We recognize the consumer acceptance of prod- 
ucts advertised in LIFE. We realize that this knowl- 
edge and a complete follow-thru on our part have 


enabled us to become Washington’s largest televi- 
sion and appliance chain . . .” 
Witi1am Warsaw, President and General Manager 


What Lacy’s learned about LIFE from this pro- 
motion, hundreds of other appliance stores know 
too... LIFE moves merchandise. 


Only LIFE has such impact on every city and 
town across the nation—in the course of 13 issues 
LIFE is read by 62,600,000 people ... over half the 
nation.* 

LIFE’s local impact in your town helps build 
business for you. Feature LIFE in your selling to 
establish yourself as national brands headquarters. 


Lacy executives carefully planned the details of the promotion well in advance of the big event. 
Among the planners are, left to right: Ralph Gallagher, LIFE Retail Representative; Herbert 
Shugar, Ass’t Advertising Manager; E. H, Rupert, Display Manager; Francis Gerovic; Irving 
Abramson, Advertising Director; Marcus Warsaw, Merchandise Controller; Morris Dworkin, 
Branch Stores Manager; and Hyman Goodbinder, Vice-President and Merchandise Manager. 
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after store 


for LACY’S! 


These products you sell will be advertised-in-LIFE during February: 


MAJOR APPLIANCES 


Feb. 12 Youngstown Dishwashers—spread, color 
Crosley Shelvador—page, color 
Feb. 19 Admiral Refrigerator—page, color 
Frigidaire Washer—page, color 
G-E Refrigerator—page, c. 
Feb. 26 Hotpoint All Electric Kitchen— 
spread, color 


SMALLER APPLIANCES 
AND HOUSEWARES 


Feb. 5 Good-aire Household Deodorant and 
Aer-a-sol—page 

Club Aluminum Products—)4 page, color 

Feb. 12 G-E Sandwich Grill-Waffle Iron—Y, pg. 
G-E Toaster—!4 page 
American Thermos Bottles—'4 page 
Camfield Toaster—Y4 page 
Dormeyer ‘*Fri-well”—l%4 page 

Feb. 19 Singer Vacuum Cleaner—4 page, color 
Maico Hearing Aids—28 lines 

Feb. 26 Hoover Vacuum Cleaners—spread, color 
Proctor Steam Iron—page, color 
Schick Electric Shavers—page, color 
Singer Sewing Machines—page, color 
Sonotone Hearing Aids—page 
Camfield Products—'4 page 
Oster Osterizer—4 page 
Perma-Lators—56 lines 


HOME FURNISHINGS 


Feb. 5 Alexander Smith Floor Coverings— 
spread, color 
Kroehler Furniture—page, color 
Playtex Pillows—page 
Mengel Furniture—page 
Welsh Juvenile Furniture—l4 page 
Feb. 12 Simmons Beautyrest—page, color 
Consider Willett Furniture—!4 page 
Feb. 19 Koroseal Upholstery—page, color 
Feb. 26 Excello Pure Pak—page, color 
“Step-a-lite"— 4 page 


RADIOS, TELEVISION, RECORDS, 
AND INSTRUMENTS 
Feb. 5 RCA Victor “45” —page 
Air King TV—4 page 


Feb. 12 RCA Victor Radio & Television—spread 
Admiral Television—page, color 
Belmont Radios—page, color 
G-E Clock-Radio—page, color 
Philco Television—page, color 
Magnavox Radio-Phonograph, TV—pg. 
Zenith Household Radios—page 

Feb. 19 Olympic Radio and TY—}, page, color 
Air King TV—)4 page 
Belmont Radios & TV—'4 page 
Lester Piano—'4 page 
RCA Victor “45"—4 page 

Feb. 26 Capehart TV—page, color 
Crosley TV—page, color 
G-E TV—page, color 
RCA Victor Radio and TV—page 


JEWELRY, CLOCKS, AND WATCHES 


Feb. 5 De Beers Diamonds—page, color 

Swank Jewelry—page, color 

Feb. 12 G-E Clock-Radio—page, color 
Keepsake Diamond Rings—)4 page 
Parker Flaminaire—'4 page 

Feb 19 Westclox Clocks—¥4 page 
Croton Watches—100 lines 

Feb. 26 Marvella Pearls—14 lines 


SILVERWARE 


Feb. 5 Holmes & Edwards Silverplate—ly page 
Feb. 19 1847 Rogers Bros. Silverplate— 
page, color 
Holmes & Edwards Silverplate—l4 page 
1881 (R) Rogers (R) Silverplate—4 page 
Feb. 26 Community Silverplate—page, color 


CAMERAS AND SUPPLIES 
AND STATIONERY 
Feb. 5 Eastman Kodak Picture Taking—pg., c. 
Gibson Valentine Greeting Cards—pg., c. 
L. C. Smith & Corona Typewriters— 
14 page 
Feb. 19 IBM Electric Typewriters—page, color 
Ansco Film—¥4 page 
Feb. 26 Eastman Kodak Picture Taking—pg., c. 
Eversharp Pens—page, color 
Gibson Greeting Cards—page, color 
Eversharp Pens—'4 page, color 


From the new, important Accumulative Audience Study by 


Alfred Politz Research, Inc. 


This study measures the number of people who read a 
single issue of LIFE (23,950,000 Americans), reveals how 
this audience grows in the course of thirteen issues to a 
total of 62,600,000 different people aged 10 and over, and 


analyzes the characteristics of that audience. 


ELECTRICAL 
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Salesman Ben Stogo pointing out to a customer that Lacy’s 
is featuring advertised-in-LIFE products. 


A { = = : 


Salesman George Shargen finds that an advertised-in- 
LIFE placard adds persuasiveness to his sales argument. 


A big splash of advertised-in-LIFE display material 
brightens this store and creates customer interest. 


First in circulation 

First in audience 

First in advertising revenue 
First with appliance dealers 


9 Rockefeller Plaza, New York 20, N. Y. 
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COOLERATOR’S top ten distributors take a bow at the Coolerator Conclave 


in Chicago. At far left is Bill Conley, general sales manager, and at right is 
Ward Schafer, general manager. Coolerator Kitty is in the center. 


Coolerator Withholds New Models 
In Move to Boost Production 


Distributors told that firm will have 
adequate supply for first six months 








Here’s a really new and sensationally beautiful can opener, 
smartly designed with features and performance never before 


found in a steel can opener . 


. . plus streamlined beauty in 


gleaming chrome and gay, sparkling colors. Rival Can-O-Mat 
Steel Can Opener is in the low-price field—but for quality, 
construction, performance and beauty it’s in a class by 


itself! 
world-famous features! 


EASY TO CLEAN @ 


Deluxe Model 


It’s the only steel can opener with Can-O-Mat’s 


FULLY GUARANTEED © TWO MODELS 
STANDARD MODEL..... 


..CAT. No. 160—$2.98* 
Cat. No. 155—$3.98* 


NOW IN PRODUCTION! 


NEW! MASTER GEAR 


The only can opener with a new 
Master Gear to prevent locking. 
Self-aligning, precision Synchro- 
Mesh gears provide continuous 
revolution of the cutting wheel. 
The cutter and handle are al- 
ways in gear for positive 
operation. 


OllL CHANNEL 


This new can opener has an ex- 
elusive handy oil channel for 
oiling cutter and handle mech- 
anism. Oil flows through chan- 
nel for constant lubrication. Cut- 
ting wheel is self-sharpening! 





BROIL-O-MAT 


—- 


This exclusive self-lubricating 
oil ring distributes oil inside of 
cutter to prevent clogging or 
sticking. Double plate rein- 
forced construction prevents 
strain and wear on cutter stud. 
Both mean longer life! 


? 


Yo 


JUICE-O-MAT 


@Sebjsect to change without notice 


NEW! SINGLE ACTION HANDLE 
iY] 
/ Fr 


Famous Can-O-Mat Single Ac- 
tion handle both pierces and 
opens cans automatically with 
a single turn of handle. Swiftly 
opens round, square, oval cans 
of all sizes, all shapes, leaving 
safe, drinking cup edge! Handy 





bottle opener, too. 
£y 

> 

he —_ 


SHRED-O-MAT STEAM-O-MATIC 


® TRADEMARK 


Withholding its new line of appli- 
ances, the Coolerator Co. instead 
presented a review of old models 
and a preview of advertising and 
promotion ahead to their distribu- 
tors attend the annual Coolerator 
Conclave in Chicago’s Morrison 
Hotel on January 5 

Ward Schafer, vice-president and 
general manager of the firm, said 
that the company would be able to 
offer an adequate supply of re- 
frigerators for the first six months 
of 1951 thanks to its decision not 
to retool for new models. “The 
1951 line will be introduced when 
spring buying makes itself felt,’” he 
said. 

After promising that Coolerator 
would continue to produce civilian 
products within the scope of the 
overall defense program, Schafer 
told the group that post-emergency 
plans for the firm had these four 
aims: 

1) more and better products de- 
designed to sell 

2) a more cemprehensive adver- 
tising program 

3) better down to earth promo- 
tions 


> me 
SOVERT/ Sime 


4) margins that will leave a profit 
for all. 

Bill Conley, Coolerator general 
sales manager whose promotion to 
a vice-presidency was announced 
during the meeting, told the group 
that Coolerator sales had advanced 
more rapidly during 1950 than the 
industry as a whole. NEMA freezer 
sales were up 102 percent while 
Coolerator sales were up 104 per- 
cent. On _ refrigerators, NEMA 
sales were up 5 percent, Coolerator 
104 percent. On ranges, NEMA 
rose 93, Coolerator 365 percent. 

Conley said that the refrigerator 
market ahead is a replacement mar- 
ket, citing three reasons why people 
trade-in their old units before they 
have worn out. They were: 

1) added capacity 

2) a frozen food compartment 

3) a bigger box to fit in a smaller 
space 

The firm 
shorts, radio 
newspaper 
tisements. 


showed sample TV 

commercials and 
and magazine adver- 
A new radio program 
starring “Two-ton” Baker, the 
“music-maker”, and Coolerator 
Kitty was announced. 





KANSAS CITY, MO. 
Manufacturing Co. of Canada, 


COOLERATOR KITTY takes over the mike to introduce blown-up samples 


Rival of Coolerator advertising and promotional moterial. 


Ltd., Moatreat 
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Evew small dealers 
S do a Land-of fi » Buaimona! 


Fussnecker Sweeper Sales and Service, 
Springfield, Ohio, Sold 360 EUREKAS 
in 1950. Did it the easy way. 


HIERE’S a small dealer who does a big vacuum cleaner business. 
Their small store is many blocks from the downtown shopping dis- 
trict. By consistent and effective newspaper advertising, to- 
gether with effective store and home demonstrations, they 
promote the sale of new Eurekas to service customers— 
and to new customers who respond directly to Eureka’s 
promotion-type advertising. Fussneckers know clean- 
ers and they require sensational performance in a 
new cleaner. That’s why they prefer Eureka. They pro- 
mote—they demonstrate—and do a “land-office” busi- 
ness the easy way. 


APPLIANCE DEALERS with a service business can 
do a big Eureka selling job and do it easily. Convert 
service Customers into new Eureka purchasers by 
effective store and home demonstration, the same 

as Fussnecker does in Springfield. 


. A Complete 


Cleaner Department Here’s More Good Evidence... ; 
Mb iG tue his col Sataieen as That Eureka promotion- a That the Eureka standard) 
merchandise —quick sales—big profits. , type newspaper advertis- store demonstration with 
ing is a quick, easy way to ob-__ the Eureka table-stand and dems 
tain “hot” saleable prospects onstration rug makes sales i 
who want new cleaners. a hurry. ; 


NEW MODEL 
"600" 


NEW MODEL"700" = See Jam _ |] 
AIROMATIC TANK : ; <a bd 4 
5 ‘: P 7 ~ . 


~ 


Write or Wire 
for 
full information! 


The Eureka Service Branch converts 29% 
of out-of-warranty service jobs 
into new Eureka sales. 
They demonstrate! They sell! "| AUK 


EUREKA WILLIAMS CORPORATION - BLOOMINGTON, ILLINOIS 
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J. S. SAYRE, General Manager 


Home Appliances 


Division - AVCO Manufacturing Corporation 





We want to give you the straight facts about one of the most important develop- 
ments in our history—the affiliation of Bendix Home Appliances, Inc. with the Avco 
Manufacturing Corporation. We think it is important that you know the facts because this 


move was made for one reason, and one reason only—to strengthen the competitive posi- 





tion of Bendix automatic Washer, Dryer and Ironer Dealers. 





The Bendix Factory, Distributor and Dealer team has built the Bendix reputation 
for being hard-hitting, compact and flexible. This team started an entire new industry that 
has revolutionized the Home Laundry business. For 13 years the Bendix team has held 
the /eadership in that industry in the face of the strongest kind of appliance competition. 
With 15 competitive brands of automatic washers fighting for a share of this market, 
Bendix continues to sell more than 3 out of every 10 automatic washers sold today, and 


there is no similar parallel in the appliance business. 


FEBRUARY, 1951—ELECTRICAL MERCHANDISING 





This success has not come easy. A major share of the credit for the progress is due 


to the loyalty, hard work and faith of a fine Bendix Distributor and Dealer organization. 
But behind this success are certain basic, competitive advantages: 


. Basic patents on the ¢wo most successful, most economical automatic wash- 


ing principles. 
. Consistent engineering advances, product improvements and styling. 
. Retail pricing the industry has yet to approach. 
. Consistent national and local advertising on an unprecedented scale. 


. An aggressive and flexible Factory organization with the ability and know-how 


to meet changing situations quickly and effectively. 


The affiliation of Bendix Home Appliances with Avco will make these basic advan- 





tages even stronger. 





Bendix Home Appliances will operate as an independent unit, with its own Dis- 





tributor and Dealer organization, following the same fundamental policies that have won 





our present position. 





With the resources of the Avco Manufacturing Corporation behind us, Bendix 


Dealers will now enjoy additional advantages: 


1. More extensive design, engineering and research facilities and personnel. 
2. Greater purchasing and manufacturing resources. 


3. An expanded line of major home appliances bearing the proud, successful 


name ‘Bendix’, as soon as conditions permit. 


Yes, we at Bendix are looking to the future with new optimism and renewed con- 


fidence that Bendix appliances will become the most wanted in the entire appliance field. 


Sincerely, 





a a os 
General Manager 
BENDIX HOME APPLIANCES 


Division—AVCO Manufacturing Corporation 
South Bend 24, Ind. 
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Deepfreeze Holds Pre-Market Conference 


DISTRIBUTOR AND MANUFACTURER sat down to lunch together at Deep- 
freeze’s sales conference in Chicago in the week before the January markets 
opened. At left is Lee E. Henrich of Lee Distributing Co., Buffalo. With him are 
Frank Sacha, assistant general sales manager, and Rhea Shields, director of 
home economics for Deepfreeze. 


DEEPFREEZE’S Bill Hall is brought up to date on the sales picture in Kansas 
by Mr. and Mrs. Ray K. Nighswonger of the Building Materials Co., Wichita. 


| 


— pet se LEARNING that 

"n they re looking for quz ‘ 

; juality, X 

marks the spot. Ads like this, reach. 

ing 14 million Saturday Evening 

Pus readers, are telling them that 

uNips Screws are sure signs of 

nore care in manufacti 

anufacture — mor 

value for their money — in ome 
product fastened with screws That's 
bi you can build sales by showing 
olks this recognized clue to quality. 


on sale at hardware, automotive 


and mill supply outlets 


AMERICAN SCREW * BLAKE @ JOHNSON * CAMCAR SCREW * CENTRAL SCREW * CONTINENTAL SCREW 4 - 
© ELCO TOOL @ SCREW * GREAT LAKES SCREW * H. M. HARPER * NATIONAL LOCK * PARKER-KALON © FRANK FELDMAN, field sales manager for Deepfreeze, pauses during a lunch- 


PHEOLL * ROCKFORD SCREW * SCOVILL * SHAKEPROOF INC. * SOUTHINGTON HOWE. * WALES-BEECH eon talk with Mason Freeman of Four States Distributing Co., Springfield, Mo. 
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JOSKE’S 
OF TEXAS %©& er 
DOES IT 
AGAIN! 





x 





, 4 


ingustant: 


+e. | , Joske's of Te , famous Sar 
y lilt! « Pre ; a 
10 


Sette gp iinet | d i ‘ s Antonio department store, se 
iid yout Artal preasns ff A | 7 ee up a drafting board and set the 
“Bring Your . oe stage for a Kitchen Planning Center 


so} 
> 





Ernest Barberio, planning specialist 
was present to turn "“dream’’ kitchen 
into sales! A dramatit promotio 


backed with advertising and publicity 


Full-size » a. 

eaanens = ; - oat Suga ” Note the diagram so prospects A kitchen display to show the 

he neta could easily sketch in their own many advantages of an. 

kitchen —and bring it to Joske’s. American Kitchen. It served as a 
Mr. F. G. Cross, an Appliance Sales Man- traffic-pulling center and gave 
ager of Joske’s of Texas, writes, “We Joske's salesmen a real chance to 
feel there is no doubt that we’ll be out- inaugurate sales. It also promoted 
standing in promoting the exclusive the reputation of Joske's as a serv- 
features offered by the American Kitch- 
ens line. We at Joske’s can and will 
develop the strongest and most efficient 
sales effort in this area. The reception 
accorded our entrance to the specializing 
kitchen planning found in this week’s 
promotion indicates to us that Ameri- 
can Kitchens do have sales appeal and 
with this promotion can accomplish their : 
goal.” A no ut the Amie 
Wide-awake dealers everywhere agree ne is ave! 

with Mr. Cross! They know that pro- 








ice organization—with the interest 
of the client in mind. 


Dept. emM-2 


" 
nirat Divisio ‘oration 


moting and advertising of American 
Kitchens result in good profit and 
volume. 
If you are looking for a fast-selling Address-—— , 
line, backed with heads-up promotion yo sco ih 


te . ; o— 
and merchandising, look into an Ameri- 


can Kitchens franchise. Don’t miss 
opportunity! Write to your distributor 
or mail coupon at right! 





Put yourself in the driver's seat 
with these 2 lines 


1. THE WASHLINE is your market 


- « « 50,000,000 women strong (or rather, weak) 


The great, untapped market for dryers runs into billions of 
dollars! Fifty million women, sick of washline drudgery, are 
your eager prospects. Get in on the ground floor now with one 
of the best-known names in the home laundry field—Lovell. 
Become a dryer sales expert quickly and easily by learning 
the “sales line” for the Lovell drying unit. 

Lovell—one of the first manufacturers to introduce a dryer—is 
now making tumble-type drying units for APEX, BARTON, CON- 
LON, DEXTER, HAAG, HORTON, THOR and other famous names. 

The driver’s seat is waiting for you. Grab hold of the wash- 
line and Lovell’s “sales line” and go! 


2. THE SALES LINE forthetovell § 


Drying Unit is your key to the market 


@ Ends the most back-breaking washday job! 


@Gives sweeter, fluffier, more sanitary wash than 
sun drying! (Tests prove it.) 


@ Only the Lovell drying unit gives you all this: 
Fully automatic ... no time clock necessary. 


Automatic temperature shut-off . . cuts heat waste. 





Vacuum system of air flow. Minimizes lint ac- 
cumulation within unit. 

Preheating of air. Speeds drying, reduces operat- 
ing cost. 

Air-cooled cabinet. Parts are accessible for simple 
maintenance. 

Lint trap with safety by-pass. Prevents clogging 
if user fails to empty lint trap. 


nt a 


No condensation inside dryer. No trickling water 
to rust parts. 


America’s newest household 
blessing now featured by 


APEX, BARTON, CONLON, DEXTER, HAAG, 
HORTON, THOR and other famous names 


GAS AND ELECTRIC Lovell’s single-dial con- 


D RY N G U N iTS trol provides full range 


of automatic control 
LOVELL MANUFACTURING CO. ' ' from damp-dry to 
ERIE, PA. bone - dry. 
Also makers of famous Lovell : 
Pressure Cleansing Wringers 





NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes that occur between closing date and date of issue. 


UNIVERSAL Cook-A-Matic 
Landers, Frary & Clark, New Britain, Conn. 


Device: Universal Cook-A-Matic 
waffle baker No. EA-3801. 

Selling Features: 216 sq. in. cooking 
surface bakes 4 waffles, toasts 4 sand- 
wiches; thermostat controls grid tem- 
perature; heat control sets from light 
to dark with fingertip lever; signalite 
signals red when cooking should start 
and indicates when waffles are baked; 
unit of heavy coiled wire in scientific 
star pattern gives uniform heat; ex- 
pansion hinge expands for large 
waffles and thick sandwiches; 2 sets 
of cast aluminum grids: 2 pre-treated 
grids for waffles and 2 plain grids 
for grilling and frying; reversible 
handle of cool plastic gives support 
to top grid; chrome finish; plastic 
feet; net weight, 12% Ibs. 
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INTERNATIONAL HARVESTER 
Refrigerators 


International Harvester Co., 180 N. Michi 
gan Ave., Chicago, 1, lil. 


Models; HA-74, HA-82 and HA-83 
and UA-87 and UA-95 
Selling Features: HA-74, 74 cu. ft. 
capacity, has full width freezer that 
holds 35 lbs. food at sub-freezing tem- 
peratures; chill tray under treezer 
holds 14% lbs. meat; 12 settings cold 
control includes vacation, defrost and 
off; adjustable shelves; ever-handy 
bottle opener is part of door strike; 2 
baked coats of white enamel on Bond- 
erized steel exterior finish ; 100 percent 
acid-resistant porcelain interior finish; 
moisture-proof, glass-fiber insulation; 
full length door ; 2 aluminum ice trays 
with plastic- grids ; can hold 25 square 
qt. bottles ; interior light ; hermetically 
sealed unit. 

HA-82 has 8.2 cu. ft. capacity ; 35 Ib 
full width freezer; 15.5 Ib. chill tray; 
Coldstream porcelain crisper holds 16 


qts. under a ribbed glass cover; space- 
saver mick plus same features as 
HA 

AS 83 has 8.4 cu. ft. capacity; 50 
Ib. full width freezer and insulated 
chill tray; door handle inserts avyail- 
able in a choice of 8 colors 14.5 qt 
Coldstream porcelain crisper. 

UA-87 has 7.4 cu. ft. capacity; 
stowaway upright freezer holds 35 Ibs. 
food; super meatkeeper acid resistant 
porcelain tray holds up to 17 Ibs 
slides out easily ; Egg-O-Mat egg tray 
automatically dispenses eggs, holds 16 
eggs; double “bottle-N-bulk” space 
provides space for roasts etc; 14.5 qt 
Coldstream porcelain crisper; defrost 
indicator shows when to defrost for 
most economical operation. 


UA-95 has 9.5 cu. ft. capacity with 
upright stowaway freezing compart- 
ment that holds up to 35 Ibs.; super 
meat keeper; colored door handle in- 
serts; pantry-door adds 6 ft. of shelf 
space, has bottle tray, dairy tray and 
utility tray; cold-to- the- floor; “Egg- 
O-Mat”; double “Bottle-N-Bulk” 
space; extra height shelf for bulky 
items; Coldstream porcelain crisper 
holds 14.2 qts. under ribbed glass 
cover; defrost indicator; 4 aluminum 
ice trays 
Prices: HA-74, $219.95: HA-82, 
$239.95; HA-83, $274.95; UA-87, 
$269.95 and UA-95, $299.95. 
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CHROM-EVER Window Ventilator 


Chrom-Ever Co., Div. of 
Asquith Associates Inc., Erie, Pa. 


Device: Chrom-Ever Jumbo reversi- 
ble window ventilator. 

Selling Features: New heavy duty 
motor increases efficiency—moves ap- 
proximately 1000 cfm; finger-tip re- 
verse control enables it to be reversed 
without removing from window; bal- 
anced 10-in. aluminum blades; built-in 
switch; weather-proof construction. 
Price: $18.95. 
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LECTRO-HOST Ranges 


The A. J. Lindemann & Hoverson Co., 
Milwaukee, Wis. 

Models; Lectro-Host 1951 ranges 
Selling Features: New concealed oven 
unit replaces former rod type unit, 
permanently attached and concealed 
under oven lining, leaving no exposed 
coils, makes cleaning easier; dished 
deflector in bottom of oven catches 
spillovers and provides even baking 
lifts out for cleaning. 

On Lectro-Host deluxe single oven 
model, upper half of usual storage 
compartment has been converted to 
handy warming area; lower half pro 
vides storage for broiler pan and tray 
when not in use; warming area is 
controlled by switch on range back 
guard. 

Nylon rollers on drawers provide 
silent, easy operation; new redesigned 
Monotube surface units feature easy 
to remove drip pan; swivel hinge tilts 
back for easy cleaning 
Electrical Merchandising, Feb. 1951 


TELECHRON Clocks 
Telechron Inc., Ashland, Mass. 


Models: 2 new low-priced clocks—Imp 
and Jubilee. 

Selling Features: Imp, alarm clock 
vas an ivory-colored case, white dial 
and brown numerals; convex shatter- 
proof crystal face; convenient for bed 
table—5'4 in. wide, 3% in. high, 24% 
in. deep. 

Jubilee, kitchen wall clock, easy 
visibility; wide-angle, shatterproof 
crystal face; white dial with black 
numerals, black minute doors and ver- 
million hour dots; black hands; 6% 
in. wide, 6 in. high, 2% in. deep; case 
available in red, yellow, ivory and 
white. 

Prices: Both models $4.95 plus tax, 
but Imp will be $3.95 plus tax until 
April. 
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WESTINGHOUSE Freezer é 
Westinghouse Electric Corp., Mansfield, O. % 
Model: UC-6 upright home irezer 
Selling Features; Designed to a 
and store 210 Ibs. frozen foods; 

. ft. capacity; compartmented : 2 
age permits easy filing of frozen food) 
packages, compartment doors may 
used for shelves for ease in loading# 
arranging and unloading ; ! 4 hp. her 
metically sealed refrigerating unit 9 
freezer compartment is kept at 10 t 
15 degs. below zero by a primar 
system; a secondary system bonded tay 
walls of inside cabinet keeps tempera= 
ture inside at zero or better at normal, 
control setting; defrosting needs a 
unloading, since all frost is restricte 
to freezing compartment 
Price; $289.95. 
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SUNBEAM Mixer 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 

Device: New improved Sunbeam Mix- 
inaster. 

Selling Features: Features “bowl-fit” 
eaters designed to conform to side 
and flat bottom surface of mixing 
bow!l—all batter is carried into and 
through beaters, providing more thor- 
ough, even mixing and aeration; new 
larger heat-resistant bowls; bow!l- 
shift lever puts beaters in position for 
beating in the large or small mixing 
bowl—bowls automatically revolve on 
a new built-in ball-bearing turntable ; 
other features are an automatic mix- 
finder dial; automatic bowl-speed con- 
trol; automatic beater ejector: auto- 
matic juice extractor; governor-con- 
trolled motor. 

Price: $46.50. 
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WEST BEND Ovenette 
West Bend Aluminum Co., West Bend, Wis 
Device: West Bend ovenette 
Selling Features: Designed for bak- 
ing or roasting; 700 watt, thermo- 
statically controlled double coiled a.c 
element in chrome and stainless steel 
base; heat indicator in cover records 
temperatures to more than 500 degs.; 
accessories for baking or roasting 
include 7 aluminum muffin cups, a 
roasting pan or casserole, cake pan, 
pie pan, baking rack; cover and base 
complete unit; 10% in. high and wide; 
weighs only 8 Ibs 
Price: $16.95 
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SETH THOMAS Clock 


Seth Thomas Clocks, Div. General Time 
Corp., Thomaston, Conn 

Model: Romance self-starting elec- 
tric alarm clock 

Selling Features: Decorative clock 
framed in polished metal—brass or 
copper; legible 4% in. square dial; 
suitable for living room or desk as 
well as boudoir ; brass model has metal 
dial in mat finished silverplate with 
polished brass hands and numbers, 
copper model has hands and numerals 
to match case; convex glass and alarm 
set dial at back; 4} in. high and 
wide. 

Prices: $13.50 in brass, $14.50 in 
copper 
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KELVINATOR Ranges 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 

Models 7 new 1951 Kelvinator 
ranges: ER-9D, ER-9, ER-7, ER-3, 
ER-2, ER-14 and ER-1 

Selling Features ER-9D, 40 in 
model has 2 complete, full-size ovens ; 
increased wattage steps up preheat 
ing speed to 350 degs. in less than 
5 minutes, broiler becomes red-hot in 
10 seconds. Both ovens have deep 
combination  broiler-roaster pans, 
black porcelain enamel grills; bright 
reflectors intensify heat radiation of 
top elements; lower elements have 
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porcelain baffles; safety stops on 2 
rigid bar-type shelves ; interior flood- 
lights; concealed oven vents. 7-heat 
surface units have “colormatic” con- 
trols and include a super-fast “rocket” 
unit in left front position—a 6 in. 
tubular element that brings a pint of 
water to scalding temperature in 2% 
minutes; all controls mounted on right 
side of sloping backguard; “auto 


matic cook” illuminated clock and auto- 
matic timing device controls right 
oven and one appliance outlet. Each 
oven may be controlled manually by 
single knob; right oven control in- 
cludes an automatic preheat cutoff ; 
other features include a dual-interval 
minute timer which accurately times 
periods from 15 seconds to 6 minutes, 
or from 24 to 60 minutes—a bell sig- 
nals end of timed interval. Fluorescent 
light on control panel illuminates cook- 
ing surface; full-width drawer across 
base provides utensil storage; white 
titanium porcelain enamel finish. 

ER-9 has large oven with flood- 
light, concealed vent; oven-size warm- 
ing compartment with oven-type drop- 
door and floodlight; full-width roller- 
mounted storage drawer; three 7-heat 
surface units, including “rocket” units 
in left front position; dual-purpose 
up-down unit which may serve as 
deep-well cooker or a 4th surface 
unit; 6-qt. aluminum “scotch kettle” 
cooker; pressure cooker is available 
as an accessory. Controls include 
“automatic cook” dual-interval minute- 
timer; manual oven control; and 
“colormatic” surface-unit switch 
knobs. Fluorescent floodlight and 2 
appliance outlets one controlled by 
“automatic cook.” 

ER-7, has extra-large oven with 
floodlight and concealed vent; three 
7-heat surface units including “rocket 
unit” up-down unit and “scotch 
kettle” sloping centrol panel; top 
floodlight; 2 appliance outlets; dual 
interval minute-timer; storage com- 
partment with drop-door and full 
width roller drawer 

ER-3 has extra-large oven; three 
7-heat surface units including “rocket” 
unit; deepwell “scotch kettle”; ap- 
pliance outlet; storage compartment 
with drop-door; full-width roller 
drawer; red panel light signals when 
oven is “on,” lamp and automatic 
timer assembly available as acces- 
sory. 

ER-2 has three 7 7-heat surface units ; 
deep-well and “scotch kettle”; ap- 
pliance outlet; red signal light to 
show oven is “on”; drop-door stor- 
age compartment. 

ER-14 and ER-1 are 21-in. apart- 
ment size ranges for compact kitchens ; 
both have full-size 2-element oven 
16x16x19 in. with concealed vent. 
ER-1 has three 7-heat surface units; 
ER-14 has four 7-heat surface units; 
automatic pre-heat oven cut-off. Both 
models have appliance outlet. Auto- 
matic timer and lamp assembly avail- 
able as accessory. 

All models have white titanium por- 
celain exterior finish 
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UNIVERSAL Coffeematic 
Landers, Frary & Clark, New Britain, Conn 


Device: Newly designed Coffeematic 
No. EA-4428. 

Selling Features: Brews coffee auto- 
matically to taste, flavor selector ad- 
justable for mild, medium or strong 
coffee; Redi-lite signals when coffee 
is ready, “heat sentinel” reduces cur- 
rent, keeps coffee automatically at 
proper serving temperature; non-drip 
spout and balanced handle scientifically 
designed to prevent dripping; “cold 
water” pump brews coffee faster, 
clearer without boiling; spreader plate 
and filter basket perforated, allows 
water to extract full flavor; 8 cup 
capacity, 110-120 volts; double ele- 
ment: 400 watts for brewing, 55 watts 
to keep coffee hot; a.c. only; chrome 
finish; black phenolic plastic base, 
handle and trim; weighs 3 Ibs. 
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FASCO Portable Ventilators 
Fasco Industries Inc., Rochester, 2, N. Y. 


Device: New Fasco portable casement 
window ventilators, No. 863, 862 and 
861. 


Selling Features; Full-powered ex- 
haust ventilator for use in kitchen, 
laundry or bathroom; easily installed 
in 95 percent of all windows, no inter- 
ference with window operation, re- 
places glass pane in steel casement 
window; mounted with safety lugs 
and weathertight gasket; No. 863 fits 
above a lowered wood sash window, 
unit is completely weatherproof, in- 
sect-proof; solid door, sealed in rubber, 
is closed when fan is not operating ; 
no wiring or wall switch needed ; built- 
in switch starts fan when door is 
opened and stops it when door is 
closed; exhausts 405 cfm—enough to 
change air every 3 min.; 8-in. blade; 
induction motor ; portable— owner can 
take it with him if he moves; white 
enamel mounting plate and remove- 
able grille. No. 861 replaces glass 
pane 16 x 11% in. for steel casement 
windows; No. 862 replaces pane 17% 
x 10% in.; No. 863, is 11% in. hig’ 
adjusts for wood sash windows 27 
to 40 in. wide. 

Prices: Nos. 861 and 862, $29.95; 
No. 863, $32.95. 
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QUICFREZ Refrigerators 


The Sanitary Refrigerator Co., 
Fond du Lac, Wis. 

Models: 1951 refrigerator line in- 
cludes 2 new sizes 9.6 and 7.6 cu. ft.; 
and 2 economy sizes 4 and 6 cu. ft. 
Selling Features: 9.6 and 7.6 cu. ft 
models have extra large frozen food 
compartment; hydrator drawer; full 
length door provides more space and 
convenience in food arrangement. 

Economy models do not have above 
features but offer good service at low 
cost; “free-ezee” ice cube trays have 
special finish to prevent sticking to 
shelf and are easy to remove. 
Electrical Merchandising, Feb. 1951 


PREWAY Ranges 


Prentiss Wabers Products Co., Wisconsin 
Rapids, Wis. 
Models: Master Deluxe No. 50321 
and Apartment model 50391. 
Selling Features: Master Deluxe has 
a divided-top; features high speed 
T & K monotube units: a giant 1900 
watt, 2 standard 1100 watt and a 
double-duty 1100 watt deepwell con 
vertible to surface burner; large re 
movable oven and broiler units; 2 
roomy storage drawers; electric clock 
timer and surface pilots for auto 
matic cooking; porcelain enamel acid- 
resistant surfaces, chrome trim. 
Apartment model 50391 has 4 sur 
face burners; 1l-piece sealed oven with 
a 2200 watt oven unit, 3000 watt broiler 
unit; cooking top 204 x 224 in. 
Electrical Merchandising, Feb. 1951 


UNIVERSAL Floor Polisher 
Landers, Frary & Clark, New Britain, Conn. 
Device: Universal floor polisher No. 
VC 8710. 

Selling Features: Twin brush action 
—brushes revolve in opposite direc- 
tions to equalize polishing action; 
tampico and palmetto fibre bristles; 
precision balanced motor; Hammer- 
loid blue zinc alloy housing; Vinyl 
bumper; molded rubber handle grip; 
fingertip switch; 115 volts ac. dc. 
Electrical Merc heudiclan, Feb. 1951 
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Ads in Country Gentleman 
Help You Sell More Appliances! 


When a manufacturer puts an ad in Country Gentleman, 
it’s the strongest kind of help to you in selling your best 
rural customers! This has been proved in a nationwide 


survey of men and women heads of Country Gentleman © 


homes. Not only do they read Country Gentleman more, 
use it more, like it more than the other big farm maga- 
zines—but they also. . . 


READ THE ADVERTISING in Country © 
Gentleman .. . in 96.2% of homes. 





GET BUYING IDEAS trom the adver- | || 


tising in 3 out of 4 homes. 


RECALL DEFINITE BUYING IDEAS 


in over 3 out of 4 of these homes. 


... That's why dealers like you give 
Country Gentleman a lead of nearly 2 to | 


when voting for the farm magazine that helps most to sell local customers 





That's why Country Gentleman also rates first with adver- 
tisers. They invest more advertising dollars in Country 
Gentleman than in any other farm magazine. 
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, IT’S A SMART MOVE TO... 





- for FULL-LINE 


LEADERSHIP 
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er 
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Look ahead... Plan ahead... Stay ahead with Hotpoint. Investi2 
gate Hotpoint’s full line franchise and you'll be convinced it's a smart move to 
Switch to Hotpoint for full-line leadership. 
Everywhere, leading electric appliance dealers are discovering the values in 
Hotpoint's Full-Line Franchise. Everywhere, smart appliance merchants are learn- 
ing the profit advantages of a complete line under the Hotpoint banner...a 
line out front in product design, performance and consumer preference. Everywhere, leading appliance 
dealers are setting up new profit records from Hotpoint's fully developed year ‘round merchan- 
dising program, 
A Switch to Hotpoint means bigger profits ahead. Have a talk with your 
Hotpoint distributor. 








4 





5600 W. Taylor Street, Chicago 44, Iilinois 


\UTOMATIC WASHERS * CLOTHES DRYERS + ROTARY IRONERS 





CORY Coffee Brewers 


Cory Corp., 221 N. La Salle St., 
Chicago, 1, fil. 


Device: Improved Cory coffee brewer. 
Selling Features: A newly designed 
“sure grip” plastic combination cover 
and handle has been added to auto- 
matic models EAB and ACB; cover 
clamps into upper bowl and at same 
time acts as handle for easy removal 
of upper bowl from lower; designed 
so user can get fingers beneath handle 
portion, getting positive grip on upper 
bowl cover and eliminating possi- 
bility of bowl slipping out of hands. 
Electrical Merchandising, Feb. 1951 


PREVORE Oven Broiler 


Prevore Electric Mfg. Corp., Fulton St. at 
Clinton Ave., Brooklyn, 16, N.Y. 


Device: “Infra-red” oven broiler. 
Selling Features; Open-front oven 
type broiler has 4 broiling positions 
—makes it possible to broil meats as 
desired—seared on outside and rare in 
center, or browned through by plac- 
ing on lower shelf; rolls, biscuits 
cakes etc can be reheated on bot- 
tom rack at same time meat is 
being broiled on upper racks; chrome- 
plated on steel; air-cooled Bakelite 
handles on griddle and on sides of 
unit; 2 square brick porcelain re- 
fractory a.c.-d.c. units; 1600 watts 
Price: AA, $33; AB, $38 

Electrical Merchandising, Feb. 1951 


UNIVERSAL Washers 
Landers, Frary & Clark, New Britain, Conn. 


Models: 3 Wringer type washers— 
W M2701, WM2704 and WM2705. 

Selling Features: WM2701, deluxe 
2-speed washer permits controlled 
speed washing—low speed for silks, 
rayons, woolens, etc and high speed 
for heavy pieces, sheets etc—avail- 
able at flick of switch; control panel 
with Speedselector permits selection 
of low or high speed; also features a 
time-A-Matic timer and Safe-T- 
Switch, Universal-Lovell wringer 
with “Control-O-Roll” that pullstops 
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control of both rolls; 9 Ibs. capacity, 
21 gal. to waterline; floating power ; 
full power direct drive; ball thrust 


worm shaft; precision cut gears; 


Bakelite sterilator; porcelain white 
tub; Bonderized white baked enamel 
finish; shock absorber tub cushion; 
rubber edge on cover; Kwickpump; 
finger flick pump control; non-clog 
strainer; H-type wringer frame, hy- 
dromatic flume; oiless wood bearings. 

WM2704 deluxe single speed 
washer with Control-O-Roll wringer 
with push-pull stop control of both 
rolls; white baked enamel wringer; 
protected feeding zone; Select-A- 
Matic pressure indicator; auto gear 
shift control; bullet-type fluted tub; 
air-cooled motor and transmission ; 
6-position wringer; floating power, 
full-power direct drive, no belts; non- 
tear aluminum sterilator; porcelain 
white tube; Bonderized white baked 
enamel finish; grey trim; shock-ab- 
sorber tub cushion; friction-drive 
Kwickpump; 9 Ibs. capacity, 21 gals. 
to water line. 

W M2705, single speed washer with 
white baked enamel wringer, gold 
stripe rolls; Select-A-Matic pressure 
indicator ; protected feeding zone ; auto 
gear-shift control; bullet type fluted 
tub; non-tear aluminum sterilator ; 
white porcelain tub; H-type wringer 
frame; hydromatic flume; 1-push re- 
set lever, 6-position wringer; 9 Ibs. 
capacity. 
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NORGE Ranges 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, Chicago 54, Ill 
Vodels: 1951 Norge ranges: E-77, 
E-66 and E-2A and PE-25B. 

Selling Features: 1951 range line 
features a 134 in. backrail of titanium 
porcelain topped by a fluorescent lamp 
which extends width of stove and il- 
luminates entire work surface. 

E-77 has centered picture window 
oven, 4 divided surface burners. 

E-66 has solid door side oven; 4 
clustered surface burners. Both models 
feature new high backrail. Inset in 
backrail are a clock, an independent 
timer that can be set for any period 
of time up to 4 hrs.; surface units 
have 7 speeds; a new 6-in. “jet” ele- 
ment on rear right brings water to 
boiling point in less than 4-in 

Apartment size 20 in. wide range 
No. E-2A, has 4 surface burners; 
7-speed tele-switches appliance outlet; 
Char-coil broiler; oven control; bal- 
anced oven heat; utility drawer; lamp 
and clock available as extra equip- 
ment 

PE-25B has full-width lamp pack- 
age with 2 incandescent lamps and 
chrome-trimmed automatic timer ; deep 
well cooker; “char-coil” broiler; pres- 
sure cooker available (extra); 3 
utensil drawers; automatic outlet. 
Prices: E-77, $329.95; E-66, $309.95; 
E-2A, $169.95; PE-25B, $239.95. 
Electrical Merchandising, Feb. _ 1951 


UNIVERSAL Water Heaters 
Landers, Frary & Clark, New Britain, Conn. 


Models: 5 models—Upright models 
WHT9352 and WHT9582; Tabie 
top models WHT8136 and WHT8246; 
and a round model. 

Selling Features: Upright models have 
Tempo-stat built-in automatic tem- 
perature limiting switch that provides 
constant, faster protection in an emer- 
gency; WHT9352 has 52-gal. ca- 
pacity, 18-in. tank diam; and cabinet 
measures 23% in. deep, 21% in. wide 
and 62% in. high. 

WHT9582, has 82-gal. capacity; 
22-in. tank diam.; 27%4-in. cabinet 
depth; 25%4-in. side, 66 in. high. 

Table top models, designed for 
small ktichen installations have white 
enamel finish, porcelain enamel top 
for added table-top work area.—top 
slides off for connecting pipes. 
WHTS8136 has 30-gal. capacity; 20- 
in. tank diam. WHT8246 has 40-gal. 
capacity, tank diam. 22 in. Cabinet 
of both models 25 in. deep and wide 
and 36 in. high. 

Round model comes in 12, 20, 30, 
52, 66, 82 and 100 gals. capacities; 
features new supersafe Temp-O-Stat. 
Electrical Merchandising, Feb. 1951 
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NORGE Refrigerators 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, Chicago 54, Ill. 


Models: 9 new 1951 models featuring 
ice-blue and white color scheme— 
DSD-86, DSD-106, R-66, RSD-66, 
R-86, RSD-86, DE-86, DE-106 and 
D-116. 
Selling Features: 1951 line features 
“Jet Self-D-Froster” which has a 
heater that melts and removes frost 
on freezer in less than 10 min.—ice 
cream, frozen foods and ice cubes re- 
main frozen during process; electric 
timer with 24-hr. marked dial makes 
it possible to select any hour of day 
or night for defrosting; water flows 
into “handefroster” container which is 
easily emptied; another feature is a 
smaller, more powerful Rollator com- 
pressor. 

DSD-86 has 8.3 cu.ft. capacity; “Jet 
Self-D-Froster”; cold control radio 
type dial permits regulating degree of 


cold within refrigerator; Handidor 
shelf compartments in full-length door 
provides storage for 2 doz. eggs, 15 to 
20 beverage bottles; “butter bank” 
holds 1 Ib. butter and has adjustable 
temperature control knob to keep 
butter at any of 4 degs. of firmness; 
seamless white porcelain interior has 
“glacier blue” polystyrene plastic trim, 
blue “water well” complete with faucet 
holds 3 qts.; blue polystyrene meat 
keeper and snack tray with 5 individual 
containers; blue trim on rust-proofed 
adjustable shelves; full-width freezer 
chest stores over 35 Ibs.; fruit and 
vegetable crisper drawer has remov- 
able space dividers; built-in bottle 
opener, recessed floodlight; white 
Norgloss finish and _balloon-rubber 
door seal. 

DSD-106, same as DSD-86 with 
10.3 cu. ft. capacity. 

R-66, 6.1 cu. ft. model built to oc- 
cupy minimum space in small kitchens 
contains handy package shelf where 
butter, cheese, small packages are 
within easy reach; shelf for tall 
bottles; freezer chest with space for 
17 Ibs. frozen storage; extra large 
space for fresh meat; wide — be 
tween full-width shelves for bulky 
items; large crisper. 

RSD-66, same as R-66 plus self-de- 
frosting feature. 

-86, RSD-86 and DE-86, 8 cu. ft. 
models. R-86 has small package shelf, 
tall bottle shelf, large crisper, 32 Ib. 
freezer chest; quick chilling sliding 
tray; large meat keeper. 

RSD-86 has same Sansa plus self- 
defrosting. 

DE-86 has Handidor, a “butter 
bank”; Dual Temp cold control dial; 
large, full-width 35 Ib. freezer chest; 
built-in bottle opener, swing shelf for 
small packages; shelf with removable 
center to accommodate turkey or whole 
watermelon; crisper drawer has re- 
movable dividers. 

DE-106 has 10 cu. ft. capacity ; full- 
width freezer chest holds 52.5 Ibs.; 
equipped with Handidor, “butter bank”, 
Dial-A-Temp; frozen storage tray; 
large meat keeper; Handefroster; 
built-in bottle opener; swing shelf; 
adjust-a-shelf; insert shelf and select- 
a-size crisper. 

DE-116, 11 cu. ft. capacity; features 
a 33.6 lb. upright freezer chest; handy 
package shelf; tall bottle shelf; insert 
shelf; large meat keeper; and crisper. 
Prices: From $209.95 to $399.95. 
Electrical Merchandising, Feb. 1951 


MURRAY Fans 


The Ventilating Fan Div., The Murray Co., 
of Texas, 3200 Canton St., Dallas, 1, Tex. 


Models: 2 window fans; 20 and 24 
in., and 2 vertical-mount attic fans. 
Selling Features: The 20 in. portable, 
home-installed window fan has life- 
time lubricated bearings, Torrington 
balanced blades; direct drive motor 
in variable horse-powers ; 2-speed con- 
trol; sound dampening; ivory, re- 
movable screen grill guard. Larger 
24 in. model for larger apartments 
and small homes is same with larger 
motors and belt driven motor. 
Vertical-mount, horizontal draft 
attic fans in 24 to 48 in. sizes with 
1/3 to % h.p. motors; heave gauge 
metal welded construction; deep pitch 
blades; streamlined fairing and ori- 
fice; larger diam. pulleys for longer 
belt life; rubber mounted motor in 
air stream for cool, quiet operation. 
Electrical Merchandising, Feb. 1951 


FEBRUARY, 1951—ELECTRICAL MERCHANDISING 














Combination Value 4] a 
Model 462-CM—Finest entertainment for all in this Price and Value Leader Radio’s Outstanding Buy 


superb mahogany finish console with AM radio and She Model 450-T—Smartest of 1951 
3-speed automatic record changer; plays 334, 45, Ad (DC caetinaiament oie, pr rtlnat platie AC recur The —eieiers 


78 rpm records, shuts off after last record . . $139.95* Over t i th ! standing performer in its whole price 
(Model 462-CB, Blond finish, $149.95*) ! pe ay performance. \s class! $22.95 — finish, $24.95) 


FM/AM Radio rh ta Compact, kxdproct, 
Model 482-CFM—Same fine design, straight AC, 8 poche proof, dependal finish only $13.95 
tubes including rectifier, fully automatic phe ar sen tate only $ 
The Velvet Voice Radio brings in the best of both M 
and AM programs. $159.95* (Model 482-CFB, Blond 
finish, $169.95*) *Prices slightly higher in Zone 2 





Sensation of the Radio Industry 


Peak Quality FM/AM 


Model 481-TFM—Sleek, Soaks leas wey 
Sie: 6 tchae becleding ealier; 
tic; 8 tul us 

AC operation. sane 


a $84.95) 


AM only, 6 tubes including styling, 
only tul 

rectifier, 32. batteries. 
Sgenge cate Cee batteries) $18.95 


WRITE FOR DISTRIBUTOR'S NAME 
Arvin Hopalong Cassidy Radio 


Biggest hit in radio history—with customers AND Television and Radio Division 


EALERS! Real big rming AC/DC su t; 
eotonnsind Sabine’ chews He painie oad opper. Arvin Industries, Inc., Columbus, Indiana 


Complete free promotion kit with 12 sets! $17.95 (Formerly Noblitt-Sparks Industries, Inc.) 








See, Hear, and Sell Arvin TV-—Models from $129.95 to $379.95* 
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HUSKY, WIDE and HANDSOME 


Carry-Ail’s exclusive design and its extensive 
tooling and engineering make possible heavy 
gauge steel construction (with the correct 
gauge for each component) and a unique 
bridge-type underbody these make 
possible huskier construction with lighter 
over-all weight and fewer number of parts 
than any comparable body on the market — 
that’s why the MORRISON Carry-All has 
greater carrying capacity for gross vehicle 
ratings ! 


POSITIVE PROTECTION 
AGAINST WEATHER and THEFT 


The center control dual latch locking arm 
effectively seals the double stamped and 
embossed door panels against the specially 
molded rubber gasket to make a completely 
weatherproof and weathertight closure. The 
forged chrome-plated handles are recessed 
for safety as well as appearance, and the 
entire mechanism is protected against theft 
by an individual cylinder positive action type 
lock on each door—keyed alike. 


A DESIGN FOR EVERY 
ELECTRICAL JOB 


The MORRISON Carry-All is designed for 
ready adaptation to any job . . . Morrison 
made provisions in the basic design for and 
has made available a selection of specialized 
accessories, so that the basic body can be 
easily adapted for any purpose in the 
electrical industry ! 


LOWER INITIAL COST — 
NO MAINTENANCE COST 


Each dollar saved on your initial investment 
is matched by lower depreciation and no 
maintenance costs . . . the MORRISON 
Carry-All’s die-stamped steel, electrically- 
welded construction is rugged enough to 
outlast two or three chassis and can be easily 
transferred from one chassis to another. 





The MORRISON Carry-All is carried in stock for immediate 
delivery to franchised chassis dealers by 60 established truck 
equipment distributors from coast to coast. 


MORRISON STEEL PRODUCTS, INC. | 
Carry-All Body Division 


607 AMHERST ST. 2 BUFFALO 7, N. Y. 


MORRISON “Carry-All” Distributors carry a full 
line of truck equipment needs. They are ready to 
modify or tailor all equipment to your particular 
needs. Consult them for special installations — 
including winches, derricks, pipe vises, reels, sup- 
port jacks, etc. 





Selling Features 
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NORGE Automatic Washer 


Norg Diy., Borg-Warner Cor, 
Merchandise Mart Plaza, Chicago 54, Mi. 


\Jodel: AW-502 double capacity auto- 
matic washer. 

Selling Features: Capacity 184 Ibs.; 
1951 improvements include new easy- 
to-read dial control panels; additional 
spray rinse; larger drain hose; larger 
outlet of pump body to prevent possi- 
bility of clogging; single float has been 
changed to double float to assure de- 
pendable operation. 

Other features include 3 water levels 
ior washing various size loads of 
clothes; water level control has dial 
markings low, medium and high, o1 
quantity water desired; mixing valve 
attachment mixes incoming hot and 
ay water to approximately 100 degs 

; 4 h.p. motor. 
Seal Merchandising, Feb. 1951 


KORD Broiler 


Kord Mfg. Co., Inc., 
4510 White Plains Rd., New York 66, N.Y. 


Vodel: Kord No. B-11 double action 
broiler 

3roils meats on both 
sides simultaneously, searing both 
surfaces and preventing the escape of 
flavors and juices; uses same type ele- 
ment as is used in toaster—mica and 
ribbon wire pull-out drip tray catches 
any fat drippings, slides out easily and 
is easily cleaned; adjustable grille 
10x10 for thick or thin cuts; 1000 
watts, a.c.-d.c. 115 volts. 

Electrical Merchandising, Feb. 1951 








UNIVERSAL Ranges 
Landers Frary & Clark, New Britain, Conn. 


Models RA-6812, RA-7828, RA- 
7818, RA-7819 and RA-7813 

Selling Features No. RA-6812, 3- 
burner model has full size oven; ad- 
justable thermostat controls; super- 
heat monotube units; 7-heat control; 
occupies 25x214 in. floor space; wired 
for lamp and timer connection. 

No. RA-7828, 4-burner model has 
speed-A- Matic cooking with controlled 
oven features; convenience outlet or 
combination cooker and lift-up unit; 
large size oven; adjustable thermostat 
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control with push button preheat, 
Select-A-Trol, Automati-cook, super 
heat monotube units; 7-heat control ; 
Tel-A-Switch panel, minit-minder, 
utility drawer, storage compartment 
with shelf, platform lights. ‘ 

No. RA-7818, 4-burner model has 
Speed-A-Matic cooking with con- 
trolled oven features; convenience out 
let; Thermo-Chef, the economical 
surface oven, thermostatically con- 
trolled warming cabinet. 

No. RA-7819, 4-burner, 2 oven 
model has 2 large Tru-Bake ovens; 
adjustable thermostat control with 
push button preheat; Select-A-Trol; 
automaticook ; automatic surface unit ; 
superheat monotube units ; 7-heat con- 
trol tel-a-switch panel; minit-minder, 
utility drawer, platform lights. 

No. RA-7813, had large size time 
and temperature controlled oven, com- 
bination economy cooker and lift- “up 
unit; super-heat monotube units; 7- 
heat control; tel-a-switch panel; large 
utility drawer ; platform lights and 
timer. 

Electrical Merchandising, Feb. 1951 


UNIVERSAL Mixer 
Landers, Frary & Clark, New Britain, Conn 


ice: Universal mixer No. EA 
6225 
Selling leatures: Streamlined design ; 
easy-to-clean, white porcelain enamel 
finish, blue trim; satin-finished red 
plastic handle designed for sure, easy 
grip; informative 10-speed power mix- 
ine guide has large legible white 
letters on blue background; 115 volts, 
125 watts, a.c. or d.c.; equipped with 
2 opal glass bowls—l-qt. and 3 qt. 
capacity plus white plastic strainer 
and juicer; 2-position adjustable turn- 
table; cast iron chopper with accu- 
rately machined feed screw and 4 
self-sharpening cutter blades avail- 
able at slight extra cost. 
Electrical Merchandising, Feb. 195] 


G-E Textolite 


General Electric Co., Chemical Dept., 
Pittsfield, Mass. 


levice: New G-E Textolite plastic 
for kitchen counters and work sur- 
faces. 
Selling Features: Resistant to house- 
hold chemicals, burning cigarettes, 
wear and scratches; recommended for 
a variety of vertical and horizontal 
applications; available in a variety of 
patterns and in variety of bright colors 
red, yellow, blue, green and gray, or 
in muted or pastel shades; marbleized 
and checked patterns also available 
Electrical Merchandising, Feb. 1951 
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like these: 
S-TOE 


HANDS FULL? Just PRES- 

E—door opens! What's 
more, it stays open—until 
you PRES-TOE again, walk 
away, door closes. All auto- 
matically ... NO HANDS! 
(Model 1151) 

















UCH-A-TAP 


HOT? THIRSTY? Just 
TOUCH-A-TAP—enjoy 
cold running water any time. 


(Model 1131) 











ING’R CRISP’RS 








Swing open at a touch—lift 
out easily for convenient 
a to kitchen workin; 
surface—slip easily bac 
into place. 











You beat competition with unmatched features when you handle 
Gisson—proud pioneer of more “FIRSTS” than anyone else in 
the industry! So if you are tired of singing the same old “ Me, Too” 
song, tune your cash register to the melody of Gibson dollars. 
6,000,000 HOME APPLIANCES Sweet music! Ready to hear it? FOR THE FACTS ON GIBSON 
THROUGHOUT THE WORLD SINCE 1877 RANGES, FREEZERS AND REFRIGERATORS ...SEE YOUR 
GIBSON DISTRIBUTOR OR WRITE GIBSON DIRECT... TODAY! 


Copyright 1951, Gibson Refrigerator Co. 


REFRIGERATOR COMPANY ¢ GREENVILLE, MICHIGAN 


ELECTRICAL MERCHANDISING—FEBRUARY,. 1951 


Model 981 Model 1101 Model 941 Model 701 


there is a better Gibson model for every customer at a price for every purse! 
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Humphrey CIRCULATORS 
ore available in six 
models both Radi 
ontfire and Closed Front 
Styles 
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Humphrey gas 
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GENERAL GAS LIGHT COMPANY 


KALAMAZOO MICHIGAN 
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AMANA Freezer 
Amana Refrigeration Inc., Amana, lowa 


Model: 
freezer. 
Selling Features: Holds 840 Ibs. food, 
yet takes up less than half the floor 
space of chest freezers of similar 
capacity and same floor space required 
by other upright style freezers holding 
only 630 Ibs. food; “see-level” visibil- 
ity, maximum surface sharp freezing 
shelves; refrigerated ceiling and 
liner; white baked-on enamel finish; 
carries 5-year spoilage protection plan 
and 5-year warranty on sealde-in sys- 
tem; occupies 24x48-3/16 in., 39 in. 
deep. 

Electrical 


Amana 24 cu. ft. upright food 
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UNIVERSAL Cleaners 
Landers, Frary & Clark, New Britain, Conn. 


Models: 3 tank models: Budgeteer, 
Deluxe and Popular priced model, an 
upright and a hand-type cleaner. 
Selling Features: Budgeteer, tank 
model No. VC6026, features thread- 
picking, self cleaning nozzle which 
snaps up thread, lint, hair, doesn’t 
clog; will not seal or drag rugs; in- 
stant seal hose connection ; toe switch ; 
new strap handle; 6 attachments in- 
cluded. 

Deluxe model VC 6702, has 13 spe- 
cial attachments including a polisher, 
sprayer and moth proofing unit; fea- 
tures Tattle Tale light which indi- 
cates when bag needs emptying. 

Popular priced tank No. VX6700 
has complete set of 13 attachments; 
Hammerloid blue finish with die cast 
handle, toe switch and plated tubular- 
sled; Tattle Tale light and instant 
seal hose connection. 

Upright model VC 5708, has suction 
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regulator which permits suction con- 
trol according to rug weight and thick- 
ness with flip of lever; automatic rug 
adjusting nozzle; disposable “ever 
clean” paper bag; oversize, motor 
driven Vibro Brush which loosens 
dirt; rubber, pistol-grip handle with 
fingertip control switch; “no-mar” 
bumper; “day glo” headlight; 2-posi- 
tion “touch toe” handle control; “hold 
tite” chain keeps bag from sagging; 
rubber mounted, double ball bearing 
motor. 

Hand cleaner No. VC7746, self ad- 
justable for off-the-floor cleaning of 
upholstered furniture, draperies, walls 
and auto interiors; 1/5 hp. motor; 
lightweight, Moldarta body; long 
goose neck designed to get into hard- 
to-clean places; fingertip control 
switch. 
Electrical 
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KITCHEN QUEEN Disposer 


Fred L Roberts Enterprises, 
5708 W. Pico, Los Angeles, Calif. 


Device: Kitchen Queen food waste 
disposer. 

Selling Features: = installed in 
kitchen sink with 34- to 4-in. sink 
opening; continuous feed provides 
large capacity; only one moving part; 
self cleaning, odorless, equipped with 
G-E 4 h.p. motor; operation grinds 
and cuts waste into small particles; 
water forces small particles to lower 
side of revolving cutter designed with 
secondary cutting action, so that all 
food wastes are cut second time before 
being forced through drain at high 
speed pump action. 
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UNIVERSAL Toaster 
Landers, Frary & Clark, New Britain, Conn. 


Device: Universal automatic toaster. 
Selling Features: New design to 
match Coffeematic; features toaster 
timer dial which adjusts by fingertip 
for any degree of browness; set on 
“Lighter,” rewarms toast; timer 
motor synchronized with timer dial; 
black plastic, heat resisting handle: 
Servue lever permits inspection or re- 
moval of toast without disturbing 
toasting cycle; chrome finish; 110- 
120 volts, 1150 watts, a.c. only ; weighs 
5 Ibs net. 
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Dealers—you can sell this 


Full Powered 1951 


Where, but in ROYAL, can you find 
a full powered, top quality cleaner, 
priced, despite an inflated market, 
at only $49.95?* 


Where, but in ROYAL Dealers’ 
stores, can vacuum cleaner buyers 
find a value like this? 


ROYAL'S experience, dating back 
to 1905, ROYAL'S tremendous pro- 
duction, ROYAL'S policy of selling 
only through dependable retail 
stores, are the reasons WHY, when 
you sell ROYALS, you can offer better 
cleaners for less money. 


New Model 250 — the cleaner 
that will bring ‘em in, gives you 
your full profit margin, and you 
can sell it for only $49.95.* 


*Manufacturers suggested 
retail price. 


<< ~_ OF 
Guaranteed by ™ 


MODEL 250 


ROYAL VACUUM CLEANER COMPANY, Cleveland 8, Ohio 
CONTINENTAL ELECTRIC CO., Ltd., Toronto, Ontario, Canada 
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AUTOMATIC 
Apex WASH: A-MATIC Wott 
is unmatched for these 5 most-wanted features: (1) Highest Washo- 
bility, (2) Least Hot Water, (3) Shortest Complete Cycle, (4) Longest 
Fabric Life, (5) Fiuffed, Tangle-Free Clothes. And—only Apex hos 
the "Bouncing Basket” — molded from the modern wonder material: 
Fibergias —the largest washing machine agitator in the world. 


THAN ANY OTHER LINE! 


Today’s Apex Hour-Saving Appliances—automatic home 
laundry—automatic dishwashers—new Spiral Dasher clothes 
washers—and new Home Cleaners—all have the 
ahead-of-the-field design and performance which has made 
Apex the recognized leader in appliance engineering for nearly 
40 years. See the Apex 1951 line on display in Chicago at 
1472 Merchandise Mart; and on the 17th Floor at the Furniture 
Mart. See for yourself why Apex gives you more to sell in 1951! 


LECTRIC DISHWASHE INK AND 
Apex DISH-A-MATIC ne inet monet) 
With the built-in hot water tank that SUPER-heats and keeps its water at pasteurizing 
180° for hygienic washing, rinsing + Woter-scrubbing cleansing action + Exclusive sel/f- 
cleaning tub + Most efficient forced-air drying * Quieter operation, with vinyl-coated 
racks,“under-coating” and rubber mountings. 


Apex WASTE-A-MATIC Food Waste Disposer * | 


(with sink) has exclusive anti-jam feature; continuous operation; guaranteed customer 


satisfaction. 


Apex AUTOMATIC CLOTHES 
DRYERS invrmocseric contol * Lower, toler operating 
temperatures © Highest evaporation * Automatic drying-time 


selector * Vacuum drying system * Largest feed opening * Lowest 
electrical and gas consumption. 


Apex FOLD-A-MATIC IRONER 


The only full-size ironer that folds away into a cempact utility cabi- 
net for use in any room « Exclusive Apex free-running “Floating 
Roll” — roll presses against shoe for greater, more uniform pres- 
sure and better, easier ironing * Two thermostats * Two open 
ends * Two speeds + Two controls: finger and knee * Easy to clean. 


THE APEX ELECTRICAL MANUFACTURING COMPANY 


Cleveland 10, Ohio 





ELECTRICAL 
MERCH! 


A MCGRAW-HILL == PUBLICATION 


BDISING 


SERVING APPLIANCES SS 


33°0W42Nn0 STREET NEW YorK 1B.N YY 


December 15, 1950 


I have just Seen @ page Proof of the Apex advertisement for th 
January issue of ELECTRICAL MERCHANDISING. re 


In my long &S8Sociation with ELECTRICAL MERCHANDISING the publica- 
tion has received many Complimentary ©xpressions on the services rendered 
to our advertisers and readers, 


However, none of them has impressed US More than your message to 
the trade that &ccompanied the Apex advertisement in the January 195]. issue 
of ELECTRICAL MERCHANDISING. 


pend money 
you were Convinced tha 


Thank you very much. 
Cordially, 


7Tftu malex,, 


H.W. Mateer 
Publisher 





ai ‘stent 
Additional evidence that well planned advertising used eae ly 
i i nt. 
i ELECTRICAL MERCHANDISING is a sound business investme 
in 











0 YOU SELL 


ALLEN’S 

BARNES 

BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canada) 
CREST (Canada) 
CUSTOM-AIRE 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE-HEATROLA 
FINDLAY (Canada) 
FLORENCE 

H. C. LITTLE 
HERCO (Canada) 
INTERNATIONAL 
JUNGERS 

LAcO 

LONERGAN 
MAGIC CHEF 
MONARCH (Canada) 
MONARCH 
MONOGRAM 
NESCO 
NORGE-HEAT 
PERFECTION 
PREWAY 

QUAKER 
SAFEWAY 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
TORRIDAIRE 


WASHINGTON 
FRUGAL 





If you do... = J 


ll 


NOW YOU CAN EARN 


EASY ADDITIONAL 
PROFITS BY SELLING 
A-P AUTOMATIC 
HEAT CONTROLS 


Yes, if you sell one of the famous-make space 
or trailer heaters listed here you caa offer 
every customer the luxury of true automatic, 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 
substantial fuel savings! 


What’s more, this easy-to-sell comfort means 
AppiTioNAL Prorits for you. Write now for 
Bulletin T-2 on A-P Comfort Controls. 





EASY TO INSTALL ; 


There's an A-P Electric or Mechanical 
Comfort Control actually engineered 
to fit these heaters. Just mount conver- 
sion top on present manual control; 
connect to thermostat and plug-in 


transformer, Me« 


' 
even eliminates wiring! 


hanical thermostat 





ONE QF ruc APPLIANCE NEWS 








DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 
valves, controls and accessories for refrigeration equipment. 


P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd St. e Milwaukee 45, Wis. 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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GENERAL Floor Machine 


General Floorcraft, Inc., 421 Hudson St., 
New York, 14,N.Y 


Model: General Twin-16 semi-com- 
mercial floor machine 
Selling Features: Suitable for large 
homes, stores, offices—fits between the 
light domestic models and the heavy 
industrial models; has 2 full 8-in 
counter - revolving, intermeshing 
brushes; % h.p. a.c.-d.c. motor; has 
a 16 in. work surface for scrubbing, 
waxing, polishing, buffing, dry-clean- 
ing and refinishing all types of floors; 
chrome or polished aluminum finish ; 
weighs 30 Ibs; complete with 2 scrub- 
bing brushes and 2 polishing brushes 
Price: $130 
Electrical Merchandising, Feb. 1951 


DUO-THERM Oil Heaters 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich. 


Models: 4 new Imperial fuel oil heat- 
ers 

Selling Features: The new Imperials 
will be available in 2 capacities— 
41,500 and 53,000 btus; feature a new 
modern design with “swept-back” 
lines and front panel offset by shadow- 
box paneling; large brass door knob, 
horizontal brass strips; Features in- 
clude the Duo-Therm dual chamber 
burner; power-air blower which pro- 
vides forced, warm air heating, can 
be installed on either side of heater. 
Electrical Merchandising, Feb. 1951 


BEAL SPEED Polisher Attachment 


Beal Speed Polisher, Inc., 4707 S.E. 17th 
Ave., Portland, 2, Ore. 


Device: Beal Speed polisher attach- 
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ment may be attached to any tank or 
canister type vacuum cleaner. 
Selling Features: Uses the air stream 
from tank or cannister cleaner to turn 
a turbine type mechanism; only 
moving parts; can be used as a 
cleaner, waxer and polisher; can also 
be detached for closeup work on fur- 
niture or autos; rubber bumpers pro- 
tect furniture and walls; die-cast 
aluminum. 

Price: $24.95 complete with brush, 
lambs wool pad and side handle. 
Electrical Merchandising, Feb. 1951 


WESTINGHOUSE Heater 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Improved bathroom heaters. 
Selling Features: 2 new bathroom 
heaters Nos. B1.25C, and B1.5C, fea- 
ture larger openings at top of pol- 
ished chrome plated steel grille for im- 
proved circulation of heated air; double 
action heating principle heats by radi- 
ation of infra-red rays as well as con- 
tinuous circulation of heated air; pack- 
aged i in 2 units ready for easy installa- 
tion; “box” is pre-drilled for screws 
on both fiz anges and sides; B1.25C, has 
1250 watt element and produces heat 
at rate of 4,266 btu’s per hr.; B1.5C, 
has 1500 watt element and produces 
heat at rate of 5,120 btu’s.; both mod- 
els weigh 10 Ibs. 

Price: $19.95 

Electrical Merchandising, Feb. 1951 


GENEVA Defroster-Clock 


H. M. Switzer Mfg. Co., Inc., 
New Albany, Ind 


George T. Stevens & Associates, 666 Lake 
Shore Dr., Chicago, Ill., Exclusive Dist. 


Device: Geneva automatic clock re- 
frigerator defroster. 

Selling Features: Automatically de- 
frosts twice daily; features a control 
permitting an O to 3 hr. adjustment 
of defrost cycle, making it usable with 
any size or type refrigerator; self- 
starting and noiseless; saves up to 
30 percent electricity by keeping cool- 
ing mechanism free of frost, the manu- 
facturer claims; in addition to de- 
frosting function it also serves as a 
kitchen clock; ivory, red, green, pearl 
gray, yellow and white finishes. 
Electrical Merchandising, Feb. 1951 


1951—ELECTRICAL MERCHANDISING 





NOW...tell the TRUTH about record players... 
oull sell...sell...sell radio-phonographs § 


AMAZING NEW 
NITH 


COBRA-MATIC . . . THE 
FIRST AND ONLY TRULY 
ALL-SPEED RECORD 
PLAYER IN THE WORLD 


THE oNLY RecoRD pLaveR wiTk PITGH--TEMPO controu 


It’s here . . . and it’s here right now . . . the greatest profit-building oppor- 
tunity any radio-phonograph dealer has ever seen. It’s yours in the new 


every record . . . even cherished old records—Gold Seals, Victors, Bruns- 
wicks that were recorded at different speeds. 

Best of all, when’ you demonstrate these exciting new Cobra-Matic 
features . . . you'll have the obvious truth on your side. You're selling an 
entirely new kind of automatic record player, a phonograph that plays all 
of yesterday's, today’s and even tomorrow's records to tonal perfection. 
With over 3,000 Cobra-Matic speed variations from 10 to 85 r.p.m. it can’t 
become obsolete. As an example, only the new Cobra-Matic will play the 
coming 16 r.p.m. speed. No wonder music experts acclaim the Cobra-Matic. 

Don't delay. Be FIRST in your area to start spreading the news. You'll 
find out it’s the smartest move ever made to pack your store with prospects! 


ONLY “ZEN/TH_HAS “Cobra-Matic’’- ANOTHER "ZENITH FIRST!” 


I) f for 51! 


Zenith Cobra-Matic that stands alone as a truly All-Speed (10 to 85 r.p.m.) 
record player. Remember, most “all-speed”’ record players actually play 
only 3 speeds 33%, 45 and 78 r.p.m. But, you can prove to yourself and 
customers that the new Zenith Cobra-Matic plays not only the present 
three speeds (33%, 45 and 78 r.p.m.) but ALSO all intermediate speeds 
including the 16 r.p.m. speed that’s already on the way 

You can demonstrate how the exciting new Cobra-Matic allows your 
customers to select the exact speed that gives their recordings the perfection 
of pitch and tempo their ear demands. The new Zenith Cobra-Matic plays 


“ - . aS 


New Zenith “Thackeray” TV-Radio-Phonograph Console New Zenith “Carieton"’ Table Radio-Phonograph 
238 sq. in.Reflection-Proof" screen."“Cobra-Matic” record ployer, Fashioned in natural-grained Pyroxylin covering. Has 
Super-Sensitive FM, Long-Distance AM. Stunning Period cobinet Zenith's famous long-distance AM reception, and sensa- 
of Mahogany veneers and selected hardwoods. Model H3477R. tional “Cobra-Matic” record changer. Model H661R. oom ute RADIO 


ong TELEVISION 
Zenith Radio Corporation, Chicago 39, ‘Illinois 


Over 30 Years of "Know How” in Radionics Exclusively « Also Makers of Fine Hearing Aids 
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Electrical Distributor 
Avoids Motor Burnouts with 
Klixon Protection 


SCRANTON, PA.: James A. Connolly, Connolly Distributing 
Company, cheers the safety value of Klixon Protection... for 


customer-satisfaction and lowered service costs. 


“It is our experience that motors with Klixon Protectors have 
given us less service trouble than motors without protectors. 


We gladly recommend them.” 


Klixon Protectors Reduce Service Calls and 
Repairs by Preventing Motor Burnouts 


The Klixon Protectors illustrated are built into the 

motor by the motor manufacturer. In such equipment 

as refrigerators, oil burners, washing ma- 

chines, etc., they keep motors working by 

preventing burnouts. If you would like 

increased customer-preference, reduced 

service calls and minimized repairs and 

replacements, it will pay you well to re- 

quest motor-driven appliances that have 

Automatic Klixon-Protected motors. 
eset 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2502 FOREST ST., ATTLEBORO, MASS. 


ELECTRICAL APPLIANCE NEWS 














GENERAL CHEF Refrigerator 


General Air Conditioning Corp., 4542 E. 
Dunham St., Los Angeles, Calif. 
Device: No. 2E-1004 dual purpose 

combination refrigerator-range. 
Selling Features: Removable top of 
refrigerator is a porcelain enameled 
2-burner range with 2 T & K surface 
units ; triple insulation prevents trans- 
ference of heat from stove to refrig- 
erator; available in ac. or dc., 110 
volts ; vegetable bin provides dry vege- 
table storage. 

Price: $249.50, a.c.; and $279.50, d.c. 
Electrical Merchandising, Feb. 1951 


REO Power Mower 


Reo Motors Inc., Lawn Mower Div., 
Lansing 20, Mich. 


Device: Improved Town House lawn 


mower. 

Selling Features: Has 18-in. cutting 
width ; adjustable tubular steel handle; 
reel-type mower, features totally en- 
closed V-belt and chain transmission ; 
reel consists of 5 highcarbon hardened 
steel blades, 4 steel spiders operating 
on solid steel shaft; equipped with 
9-in. rubber-tired heavyduty wheels 
with wide precision molded gears; 
cutting height adjustable two ways 
from % to 2 in. 

Electrical Merchandising, Feb. 1951 


~~ 


NORGE Water Heaters 


Nerge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, Chicago 54, Ill 


Models: De Luxe models MR-62, and 
regular series 61. 


Selling Features: Deluxe series styled 
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with a distinctive chrome nameplate 
and crest featuring the Norge lion; 
equipped with twin magnesium anodes 
to prolong life of tank by retarding 
rusting and corrosion; anodes are 
mounted on internal brackets and auto- 
matically deposit by means of elec- 
trolytic action a coating on complete 
inner surfaces of tank; available in 
12, 20, 30, 40, 52, 66 and 82 gal. ca- 
pacities. Regular vertical type models 
also available in the same capacities 
with single or double elements; 3-in. 
Fiberglas insulation; thermostatic 
control. 

Table top models MRT-62 and T-61 
are available in 2 capacities—30 and 40 
gals; with single or double elements; 
flat porcelain enameled tops make 
handy working surfaces; MRT-62 
series has twin magnesium anodes. 
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BRIEFS 


Burgess Battery Co., Freeport, 
Ill. announces another addition to 
its line—the “Rangefinder” in 
chromium finish; has a lock-switch 
and thumb-focus button in red plas- 
tic. 


Monowatt Inc., Providence, R. I., 
has added three new items to its 
line of Quick Clamp devices—a 
triple tap, a flat tap and a cord 
splicer All three employ the snip- 
slip-clip system of wiring, which 
eliminates need for stripping insula- 
tion and securing wires to screws. 


Fireguard—a fuse coupling said 
to solve problems of fire hazard by 
damaged appliance cords is an- 
nounced by F. H. Smith Mfg. Co., 
3047 W. Carroll Ave, Chicago, IIl. 
It has a built-in fuse that breaks the 
circuit as soon as a short occurs in 
connected lamp or other cord. 

A Plug-In Humidity Controller 
is announced by Abbeon Supply 
Co., 58-10 41st Drive, Woodside, 
N. Y. C. It eliminates need for elec- 
trician installing a humidifier or de- 
humidifier. Controller can handle a 
load of 15 amps at 115 volts or a 
continuous load of 1700 watts. 

odern Water Equipment Co., 
West Chicago, Ill., announces a 
new triple-purpose automatic elec- 
tric water softener No. SA. It is de- 
signed to provide custom-made soft 
water with a wide range of soften- 
ing capacity. Available in 2 sizes 
providing up to 210,000 or 420,000 
grains weekly; can be regenerated 
at flick of switch; single filling of 
salt storage tank lasts for 12 re- 
generations. Plugs into any 110 
volt outlet. White baker enamel 
finish. 
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“I know food freezers. That’s why I carry the Amana line. From an 
engineering standpoint, the Amana is away out front; its styling inside 
and out is outstanding. I know that I’m delivering a dependable product 
every time I sell an Amana... and I know that the Amana purchaser 
is going to STAY SOLD. You see, the average freezer shopper is contem- 
plating a purchase that will mean a better hife for the entire family; 
here again, Amana helps me make friends out of customers, because 
AMANA HAD THE FAMILY IN MIND WHEN IT PLANNED THE 
AMANA FREEZER LINE, And, with a size to fit every family and a 
model to fit every home, I’m really loaded with selling ammunition! 


Amana does not rest on its manufacturing laurels when it comes to a 
complete selling package — my Amana kit contains the works . . 
from colorful wall hangers telling the unique history of Amana, to 
forceful national campaigns, an extremely liberal cooperative local 
newspaper advertising allowance, attention-getting window streamers 
and radio commercials. Add to this Amana’s clever direct mail pieces 
and the famed Ann Mac Gregor home economist demonstration and you'll 
see that I really mean it when I say MY AMANA FRANCHISE MAKES 
FRIENDS OUT OF CUSTOMERS!” 





Amana “SEE-LEVEL” 
UPRIGHT FOOD FREEZER 


12 Cy. Ft. Capacity 
holds 420 Ibs. of food 


QUALITY MAKES frienDs! ae Gir ae 
g mecuence FREEZERS 


Powerrut SALes Ald 
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NEW! 


HBUTTON 
PONTROL L 


~_ WN Oxclugine ealinne 


oF Dominion Table stoves 


JUST PUSH THE BUTTON 


For this greater convenience in table cooking, 
Dominion’s new push button control is the answer. 
The white porcelain top and white enamel body 
are both handsome and easy to keep clean. 

This two burner table stove has four heats on 
the 1100 watt left burner: High, Medium, Low 
and Simmer. Right burner is 550 watts, single 
heat. Tuttle & Kift range-type heating units are 
the finest, most efficient ever built. The stove is 
21%” long, 11” wide and 6%” high. 

The increasing demand for this type of stove 
guarantees its salability! 


EASY TO CLEAN FEATURES: 





[> 
on 
(Bx) 


(— 





Raise Monotube coil, Lift out triangular 
which operates on a_ support. 
swivel to upright position. 


PUSH-BUTTON CONTROI 
ENCLOSED ELEMENTS 


The special, enclosed elements are built for 
heavy-duty, long service—and heat rapidly. The 
entire frame is one-piece, with spotless white por- 
celain enamel finish. Add these outstanding 
Dominion features to the increasing demand for 
table stoves and you have a real sales winner. 

Left burner has four heats and the right burner 
is a single heat. Total wattage is 1650. This stove 
is 20” long, 10” wide and 414” high. 

NEW FEATURES NEW SALES APPEAL 


Lift out removable alumi- Wipe surface of frame 
num drip pan. 


clean with damp cloth. 


Model 1430 











Me SO = Gm OFF 


190000 O00} 

















ZB | 





Just push the button for Famous “Preen-X” water- 
heat desired -- or for proof cord. It is wash- 


“Off”. able. 


Dominion makes a full line 
of table appliances avail- 
able through reputable dis- 
tributors across the nation. 


Elements are enclosed, Entire frame is one piece, 
eavy-duty type for white porcelain enamel 
longer service. finish. 


ELECTRICAL APPLIANC 
Sto frat 


SOLAR Fluorescent Lamps 
Solar Electric Corp., Warren, Pa. 


Models: 4 new fluorescent lamps— 
Deluxe cool white and Deluxe warm 
white; and Standard cool white and 
Standard warm white. 

Selling Features: Deluxe models com- 
bine enough more “red” light to bring 
out flattering colors in human com- 
plexions, foods, flowers, furnishings 
etc. Standard models, recommended 
for business establishments, schools 
and other places where cool atmosphere 
is desirable and where high efficiency 
lighting is required; also for use in 
warm atmospheres where fluorescents 
are used in conjunction with incan- 
descents. 
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LITEMASTER TV Lamp-Clock 


Art Specialty Co., 
3245 W. Lake St., Chicago 24, lil. 


Model: New television lamp for plac- 
ing atop TV set. 

Selling Features: Combination fluores- 
cent lamp with Telechron clock; spe- 
cially designed for no-glare video re- 
ception but has many other uses; unit 
is 103 in. high; die-cast base 5 x 8 in.; 
uses a standard 15-watt TV fluores- 
cent tube; a new 3x18#-in. steel shade 
reflects light backward, permitting 
normal screen reception without eye- 
strain; has a special baffle and louver 
for clock illumination; white enamel 
reflector in shade is easily washable ; 
equipped with automatic on-and-off 
switch; available in royal statuary 
bronze or grey finish with brass trim 
and also decorator colors; Telechron 
34 in. diam. clock located in base for 
easy reading from any angle provides 
precision timing. 

Price: About $15. 
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NITE-TEL-LITE 
Nite-Tel-Lite Inc., 514 Second St. S.W., 


Canton, O. 
Device: Telephone light. 
Selling Features: Spotlights dial when 
phone is picked up; small push-switch 
at side of light enables it to be used 
as a night light shedding a soft glow 
over face of phone all night; operates 
on ac. or dc. 110 volts; each to 
attach to any bell-in-box phone. 


Price: $4.95. 


DOMINION ELECTRIC CORPORATION e MANSFIELD, OHIO, Electrical Merchandising, Feb. 1951 
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FAR LOWER COST 
than Ever Before 


Philco combines in one sensational refrigerator the 
most wanted features in public demand today... . 
Double Doors and Full Automatic Defrost. Yes, true, 
honest Automatic Defrost of the whole refrigerator 
including the evaporator. The Philco Duplex comes 
to you not just in one top model, but in a choice of 
three sizes to meet the requirements of any family— 
all at truly electrifying new low prices that give 
Philco dealers an unequalled opportunity for volume 
sales and substantial top-of-the-line profits. 











TaMXeleltitela Mimic) am hezed 
PHILCO Revolutionizes 
the Basic Pattern of 











Refrigerator Sizes! 








In another giant stride, 
Philco leads the industry 
to new standards of value, 
in the face of rising costs. 


Yes, it’s true and it’s sen- 
sational! The basic pattern 
of sizes in the Philco Re- 
frigerator line for 1951, is 
no longer 7’s, 9’s, and 11’s. 
It’s not even 8’s, 10’s and 
12’s. It’s 9’s, 11’s, and 13’s 

..an increase of as much 
as a full 2 cubic feet capac- 


ity! And the startling news 
is... they are priced in the 
brackets that would prevail 
today for last year’s smaller 
sizes. And at prices that do 
prevail today for smaller 
competitive refrigerators. 


Now when the market needs 
it most, Philco gives its 
dealers extra value to offset 
higher costs . . . the most 
potent sales weapon in the 
refrigerator business for 1951. 


PHILCO Electric Ranges 


Another Philco “‘first”’ 
now added to “Broil- 


PHILCO Home Freezers 


Philco’s revolutionary 
sloping-front design . . . 


yT-IN under-Glass’’, new | 2h and full deluxe features 
Bul Thermo-Color Controls ana ...now here for "51 intwo 
d othe: ow fe: ' i alli i oe 
Get the Full Story of 1951’s most a oe hic 8 and 1234 cu. ft. For 
" bl A lj RIDDLE presngee of ate cui > Grecnts volume and 
aun sive se’ > i ' ts in 1951... - 
saleable Appliance Lines—-NOW dnasel kp team eS 
7 
—from your Philco Distributor. 
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ECONOMY FLOOR CIRCULATOR 


An unbeatable valve—builds store traffic 
and sales volume! Air King's economy 
model floor circulator is priced to please 
the most economy-minded customer. Power 
ful motor, ail steel construction, balanced 
aluminum blade, rubber mounted legs 
Finished in Sunset Tan. U. L. Approved 
Fully guoronteed. 3 speeds 


deluxe 
FLOOR CIRCULATOR 


Heres modern style in the modern woy to 
provide cool comfort for bedrooms, dens 
small offices, etc. Powerful motor cushioned 
nm sound-absorbing, shock-proof rubber 

mtings—amazingly quiet! Light sunset 
ton finish. Rubber tipped legs. 3 speeds 
Fully guaranteed. U. Ll. Approved 


REVERSIBLE 
portable adjustable 
WINDOW VENTILATOR 


Better than ever! The original reversible 
exhoust ond intoke fon — fastest growing 
sales maker in the field—styled for added 
beauty, added appec With simple 
potented reversing mechanism that is 
GUARANTEED FOR LIFE — provides com 
plete safety at all times! Available in 10" 
12", 16", 20" models adjustable to prac 
tically every window width Guaranteed 
U. L. Approved. In handsome white enamel 
or sunset tan finish 





154 














NEW EQUIPMENT for your BUSINESS 


RAMSAW 
Ramco, 2929 W. 38th St., Chicago, Ill. 


Device: New 6% in. portable power 
saw. 

Features; Suitable for maintenance 
men, farmers, repairmen, home owners 
and hobbyists ; built-in bevel and depth 
adjustments; plastic sighting window 
makes it possible to see line of cut at 
all times;  precision-built torque 
motor; cuts a wide variety of ma- 
terials. 

Price: $46.95. 
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Portable Bench Grinder 


Portable Electric Tools Inc., 
320 W. 83rd St., Chicago 20, Ill. 


Device: Compact, portable bench 
grinder No. 400 for grinding, sharpen- 
ing jobs about farms, shops, homes, 
garages, etc. 

Features Has fan-cooled, 110-120 
volt single-phase 60 cycle, 3500 rpm 
motor; 2 fully adjustable tool rests; 
convenient on-off toggle switch in 
front of motor housing; streamlined, 
lightweight, die-cast motor housing 
with integrally cast wheel guards and 
base and no-creep rubber feet; 
baked-on Hammerloid enamel finish; 
2 balanced, vitrified grinding wheels, 
4 in. diam. x 4 in. face are standard 
equipment. Also available as a pack- 
age with adapter and drill chuck, buf- 
fing wheels, sanding discs and polish- 
ing bonnet and wire wheel brush. 
Electrical Merchandising, Feb. 1951 


MORRISON Carry-All Trailette 


Morrison Steel Products Inc., 
601 Amherst St., Buffalo 7, N.Y. 


Device: A hitch-all, 2 wheel, all-pur- 
pose Trailette that hitches to any light 
truck or passenger car. 

Features: Can be taken to any job and 
left without tying up a chassis; hitches 
to all standard bumpers; completely 
equipped with an all-car hitch, support 
jack, wheels, tires, tubes, lights, semi- 
elliptical springs and a_torque-less 
axle; suitable for small businessmen 
who do not want to invest in a truck 


FEBRUARY, 


chassis or who use passenger Cars 1 
their business and for traveling sales- 
men who carry bulky sample cases. 
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LYON Shop Boxes 
Lyon Metal Products Inc., Aurora, Ill. 


Device: Steel boxes for shops, stock- 
rooms, etc. 

Features: Available in 5 styles; RB 
model illustrated can be stacked on 
floor and used for regular bin type 
storage; hopper end permits easy re- 
moval of contents from boxes even 
when stacked; front top rail is rounded 
for use as handle; opposite end has 
drop handle; 10 in. wide, 20 in. long, 
8 in. high; available with green finish 
or without finish. 
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BAKER Fork Trucks 


The Baker-Raulang Co., 
1250 W. 80th St., Cleveland 2, Ohio 


Device: New line of center-control 
Fork Trucks-FC-30, FC-40 and FC-60. 
Features: Designed for convenience, 
maneuverability and utility in handling 
3,000 to 6,000 Ibs.; suitable where 
ruggedness, low maintenance and 
stand-up-drive are preferred. Shock- 
less automotive-type steering wheel 
equipped with steering knob to faci- 
litate sharp turning and backing into 
position; horizontal wheel; wide-angle 
steering axle placed at proper height 
for tireless operation ; easy to operate. 
Electrical Merchandising, Feb. 1951 


FLEXO-SPACE 


Add Sales Co., 
714 Commercial St., Manitowoc, Wis. 


Device: Filexo-Space low-cost store 
fixture. 

Features: Makes a perfect island for 
mass display of all types of merchan- 
dise; requires only 124 sq. ft. floor 
space; self-service feature—creates ad- 
ditional sales and speeds up service; 
constructed of plywood with heavy 
plated tubular steel supports; neutral 
finish; adjustable shelves; shipped 
knocked down. 
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Sams Co. Publishes TV 
Service Book, Expands Index 


A 150-page book on “Making 
Money on Television Servicing” has 
been published by Howard W. Sams 
& Co. Author of the book is Eugene 
Ecklund, former manager of the na- 
tional service department of Allen 
B. Du Mont Laboratories, Inc., and 
president of the Bergen Passaic 
Elec. Co., Inc. The author goes 
into detail on the business tech- 
niques required for successful TV 
servicing. The book lists at $1.25. 
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Open your eyes to exciting sales-openers. appliances which cook on the spot and keep 
Make counter and window displays out of food at just-right temperatures for serving. 


these timely articles in the February a “ew We Rave- Mase’ Wen to ten” 
CoMPANION. : ‘ 
—household helpers women will cheer, in- 
oe “Ready-made for Family Living’’—fea- cluding automatic washer, steam iron, small 
tures special-purpose modern lamps, elec- vacuum, spacious refrigerator. 
tric mixer, automatic washer, and flattering 


- 7 Y f h ist 1 dis- 
lighting for that dressing-table glow. ee, for busy cash segintere always die 


play merchandise advertised in the 
OF “How to Keep It Hot’’—a round-up of CoMPANION (listed at right). 
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ALREADY PRE-SOLD 
FOR YOU! 


Air-Way Sanitizor 
Vacuum Cleaner 

Bendix Automatic 
Dryers, Washers & 
lroners 

Cadillac Vacuum 
Cleaner 

Casco Heating Pad 

Domestic Sewmachines 

Farberware Automatic 
Percolator Robot 

Firestone Home 
Appliances 

Frigidaire 

Frigidaire Electric Range 

General Electric 
Dishwasher 

General Electric Steam 
lron 

General Electric 
Visualizer lron 

General Electric Washers 
& lroners 

General Mills Automatic 
Toaster 

General Mills Steam 
Ironing Attachment 

General Mills Tru-Heat 
Tgeda) 

Handyhot Quality 
Appliances 


| 
| 
| 


Maytag Washers, lroners 
Ranges & Freezers 
Necchi Sewing Machines 

Pfaff Sewing Machine 
Presto Vapor-Steam Iron 
Speed Queen Washers 
Dryers & lroners 
Sunbeam Mixmaster 
Sunbeam Waffle Baker 
Toastwell Automatic 
Pop-up Toaster 
Universal Coffeematic 
Universal Cook-a-matic 
Westinghouse Roaster 
Oven 
White Sewing Machines 
Youngstown Kitchens 
Automatic Dishwasher 


Youngstown Kitchens 
Electric Sink 
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WHAT THE 


FRANCHISE 
MEANS 
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TRANSVISION Telesets 
Transvision, Inc., New Rochelle, N. Y. 


Models: 1951 line of 17- and 19-in. 
consoles includes the Empire, Georgian 
No. 4, and Waldorf console and table 
model 
Selling Features: All models have 25 
tubes including 3 rectifier tubes and 
picture tube; extra sensitive TV cir- 
cuit; high-fidelity audio system; ma- 
hogany or blonde oak finish; phono- 
jack or complete with 3-speed phono. 
Empire has 19-in. tube; Dumont In- 
putuner with TV and FM radio and 
a 3-speed phono; full size doors of 
matched wood grains. Georgian No. 
4, available in mahogany or blonde 
oak with full size doors; available in 
choice of 17- or 19-in. tube, TV only 
or Dumont inputuner with TV and 
FM radio; and 3-speed phono. 
Waldorf console, a 2-piece unit con- 
sisting of TV set and matching base 
with drawer for 3-speed phono. 
Georgian No. 1, a 19 in. console; 
Janner” a rectangular tube console 
and a Waldorf table complete the line. 
Electrical Merchandising, Feb. 1951 


EMERSON Telesets 


Emerson Radio & Phono 94 - seeces 
Ave., New York, IT, 


Models: 3 new 17-in. rectangular 
models 
Selling Features: No. 676, 17-in. table 
model has large screen in compact 
cabinet to fit average home where 
space is limited. 

No. 680, 17-in. table model housed 
in deluxe styled mahogany veneer table 
cabinet 


No. 681, 17-in. model has console 
ot mahogany veneers with figure 
matched doors. 

All models have ‘full screen focus’ ; 
‘Black Magic Contrast’ for sharp 
clear pictures and super-powered long 
distance circuit for fringe area re- 
cep ytion. 

Prices: No. 676, $289.95: No. 680, 
$299.95 ; and No. 681, $369.95. Slightly 
higher in South and West. 
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ELECTRICAL APPLIANCE NEWS 





TELEVISION AND RADIO 


Hrstin: : 
BENDIX Telesets 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 


Models: 5 new models—2 table and 3 
consoles. 

Selling Features: Line consists of a 
new promotional 17 in. table model in 
simulated wood; a mahogany 17 in. 
table model; a 17 in. closed door con- 
sole; a 17 in. console in French Pro- 








vincial styling and a 20 in. console ; 
a feature is the new Bendix “long 
range” chassis that has greater fringe 
area dominance and advanced audio 
teatures. 
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TRAV-LER TV Console 


Trav-Ler Radio Corp., 571 W. Jackson 
Bivd., Chicago, 6, Ill. 


Model; Trav- ry 20-in. TV _ console- 
deluxe No. 20A5( 

Selling Features "eu 20-in. black 
glass, no glare picture tube; rec- 
tangular screen; complete _ station 
coverage ; simplified controls—only 2 
knobs ; additional adjustment controls 
of horizontal, vertical, brightness and 
focus conveniently located on front 
of receiver behind escutcheon plate ; 
agc; automatic lock-in picture cir- 
cuit; inter-carrier sound circuit; 18 
tubes plus 2 rectifiers include the pic- 
ture tube; built-in antenna; Alnico-V 
speaker ; full range high fidelity sound 
circuit; mahogany veneered cabinet. 
Price: $399.95. 

Electrical Merchandising, Feb. 1951 
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PHILCO TV Consoles 
Philco Corp., Philadelphia 34, Pa. 


Models; 12 TV consoles, 1 TV-phono 
combination and 1 3-way combination. 
Selling Features: 2132 and 2133 rect- 
angular models; and 1832-L, M and 
W (illustrated). 

Nos. 2132 and 2133 have a 20-in. 
rectangular tube with 215 sq. in. pic- 
ture; electronic built-in aerial system; 
custom built duplex chassis; extra 
power for fringe area; static free FM 
sound; variable tone control; Philco 
high sensitive tuner; automatic scan- 
ning system with balanced beam; 19 
tubes plus 4 rectifiers; Chippendale 
console cabinet in Swirly Crotch 
veneers. No. 2133 has a new Philco 
remote control. 

Nos. 1832-L, M and W, have bal- 

anced beam 150 sq. in. picture on 17-in. 
rectangular tube; custom duplex chas- 
sis; high sensitivity tuner with extra 
power for fringe areas; electronic 
built-in aerial system; illuminated sta- 
tion selector; 19 Philco tubes plus 4 
rectifiers including new miniature 
tubes; 1832-L has blond oak cabinet, 
1832-M mahogany and 1832-W, wal- 
nut. Other models in line are 2130-L, 
1835, 1934-L, M and W and 1830. TV 
phono No. 1871 and 3-way combina- 
tion No. 2170. 
Prices: 2132, $499.95; 2133, $569.95 ; 
1832-L, $375.00; 1832-M, $349.95; and 
1832-W, $329.95. Other prices range 
from $319.95 for No. 1830 to $499.95 
for 1935-L 
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MECK Telesets 
John Meck Industries Inc., Plymouth, Ind. 


Models: XSC and XSD TV consoles. 
Selling Features: XSC, 17-in. deluxe 
console designed to get reception in 
most difficult locations; new Meck 
simplified tuning and super sensitivity 
station selector. 

XSD, 21-in. console has same fea- 
tures as 17 in. model. Both models 
have same temporarily styled hand- 
rubbed mahogany cabinet with 2 full- 
length doors. 

Prices: XSC, $349.90; XSD, $399.90. 
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PHILCO Table Telesets 
Philco Corp., Philadelphia 34, Pa. 


Models; 3 table models 2102, 2101-L 
and 1800. 

Selling Features: No. 2102, has 215 
sq. in. picture on 20-in. rectangular 
tube; new Philco supersentitive tuner 
and "duplex chassis; tunable built-in 
aerial; illuminated station selector; 19 
tubes ‘plus 4 rectifiers including new 
miniature tubes; mahogany cabinet. 
No. 2101-L same as 2102 in a blond 
oak cabinet. 

No. 1800 has balanced beam 150 
sq. in. picture on 17 in. rectangular 
tube ; custom duplex chassis; high sen- 
sitivity tuner with extra power for 
fringe areas; tunable built-in aerial; 
full view controls; modern all metal 
cabinet finished in striped mahogany 
grain. 

Prices: No. 2102, $399.95; No. 2102-L, 
$419.95; No. 1800, $279.95. 
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RCA VICTOR Phonos 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Models: 2 new automatic 45-rpm 
phonos—45EY-3 and 45-EY-15. 
Selling Features: No. 45-EY-3, de- 
signed to meet need for lightweight, 
easy-to-carry portable 45 phono; 
weighs less than 13 Ibs.; 7 in. high, 
11yY% in. wide, 11% in. deep; changer 
is housed in maroon plastic cabinet 
with hinged, latched lid and snug- 
fitting handle, plays with lid in open 
or closed position; special spring catch 
secures tone arm for carrying; 

“Golden Throat” acoustical system 
and large permanent-magnet electro- 
dynamic speaker. 

No. 45-E-Y-15 special 45-rpm model 
for children has multi-colored Walt 
Disney cartoon characters on sides 
and top of ivory finished plastic cabi- 
net; red turntable and base; 7% in. 
high, 98 in. wide, and deep; auto- 
matically plays up to 50 min. with 
touch of button. 

Prices: 45-EY-3, $34.95; 45-EY-15, 
$29.95. 
Electrical Merchandising, Feb. 1951 
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TV BRIEFS 





A slidecross Teletable was an- 

recently by Slidecross Teletable Co., 

225 W. 57th St., New York City. 

Holds any size and shape table TV 

set; Self-leveling legs enables table 

to stand perfectly level on warped 

or sloped floors; features curved, 

feat sliding arms which enables it to grip 

ures TP — PiliG any TV set at 4 corners. 

that biliG A new Walsco Signal King an- 

WF : ; tenna has been unveiled by Walter 

sell } at L. Schott Co., Beverly Hills, L. A. 

: A new signal director has been 

sets! ——— a added to improve gain on high band 

} channels and eliminate “ghosts”. 

No weak spots over entire spectrum. 

Unbreakable insulator; simplified 

installation with 2 nuts and 3 thumb 
screws. 

Perma-tube TV antenna masts are 
not being produced with fitted- 
joints for easy installation accord- 
ing to Jones & Laughlin Steel 
Corp., Pittsburgh, 30, Pa. One end 
of mast section is enlarged, the 
other is reduced three ‘inches from 
ends, enabling expanded end to fit 
over reduced end of another mast 
length; mast sections 10 ft. long can 
be added one on top of another to 
achieve desired height; available in 
sizes up to 4 in. o.d. with wall thick- 
nesses up to 10 gauge 








Rauland-Borg Corp., Chicago, has 


7 
* © 1] just announced a new series of 
| “Green Gem” P. A. amplifiers No. 
; 1932. Features 3 microphone in- 
; puts; 2 photo inputs with dual fad- 


ers; true electronic mixing and fad- 
ing on all inputs; separate bass and 


for your fiscal year, thle tne eons 





keep it bright with 


4 
Sentinel TV sets a 3 nti ae a* I 
SNUB , 


Service calls! 


TV Si 1 Boost 
SENTINEL RADIO & TELEVISION * EVANSTON, ILLINOIS eee ee 


model announced by 
I.D.E.A. Inc., Indianapolis, Ind., 1 
available in ivory or deep mahogany 
plastic. It is 4% in. high and 5% in. 
wide; easy to install—the TV set 
plugs into Booster and Booster 
plugs into wall outlet; easy-to-read 
dial face and single knob tuning; 
clear reception of audio and video 
on all 12 channels. 
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3,000,000 
GAS RANGES 


The Biggest Profit Bundle 
in the Major Appliance Business 


Sales of Gas Ranges reached new all-time highs in 1950 
— Sales of “CP” models doubled 1949 figures. Proof 
again of the ever-growing demand for top quality gas 
ranges from coast to coast and border to border. 


But that’s only part of the gas range story. Gas ranges 
rate “tops” as money makers for dealers. Here’s why. 


= Gas ranges, percentage-wise and dollar-wise, pro- 
duce the best return per $1000 invested in major 
appliance stocks. 


Gas ranges pay 10 to 20% more gross profit. 


@ = Gas ranges built to “CP” standards pay up to 30% 
more gas range profit without an added penny of 
handling costs. 


Every day more and more women are learning that 


modern automatic gas ranges cost less to buy, less to 
install, less to operate, less to maintain than any other 
type of modern cooking device. Every day, more and 
more are looking for the “CP” trade mark as a 
nationally-recognized, unbiased buying guide to top 
quality ranges. 


And sales opportunities in the future will be greater 
than ever. Today, 27,000,000 homes cook with gas... 
15,000,000 gas ranges are more than 10 years old... 
more than 1 out of every 2 homes, right in your neigh- 
borhood, still needs a new gas range. 


Ride the popularity wave — push modern gas ranges 
for top appliance profits — push “CP” models for top 
gas range profits in 1951 and make up to 30% more on 
every cooking appliance you sell. 


“CP” is the top buying guide and the top profit builder 
in the major appliance field today and every day. 


Cdamalte Gis. Kit. Suny 


Ask your gas range manufacturer foday to give you the facts on 


“The Gas Range Profit Story.’ 


AB + ACORN + BLUE-BONNET - CALORIC + CLARE + CROWN © DETROIT JEWEL « 
ESTATE © GAFFERS & SATTLER * GARLAND + GLENWOOD + GRAND + HARDWICK 
© INGLIS-TAPPAN + MAGIC CHEF * MAYTAG DUTCH OVEN + MOFFAT-ROPER + 
OCCIDENTAL * ODIN BEAUTYRANGE + O'KEEFE & MERRITT + ORIOLE + PERFECTION 


© ROPER + SPARK + TAPPAN + UNIVERSAL * WEDGEWOOD + WESTERN HOLLY 


Gas APPLIANCE MANUFACTURERS ASSOCIATION, INC. * 
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For all types of gases, in cities, towns and on farms. 


60 E. 42nd St., New York 17,N.Y 
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Powerful Nationwide Promotion of 


Myers COLL GLGLES 


\' sEWOL oF 


(MERI AN 


HOMI 


nails down a 
wide-open market 
for wide-awake 
dealers! 


You can bet that your best prospects are reading about Myers 
Water Softeners . . . and what they’re reading has them in a 
ready-to-buy mood. 


You can bank on it, because an all-out Myers Softener promo- 
tion is blanketing your trade area—a steady barrage of big- 
space ads in big-name magazines! 


And it’s the kind of advertising that can’t be ignored! Packed 
with sales-making facts about the greater all-round efficiency 
of Myers Water Softeners. Stressing their many work and 
money saving advantages—the extra pleasure they add to 
everyday living. 


Yes, Myers is selling soft water benefits as they’ve never been 

, sold before—buttoning up a big, wide-open market for wide- 

awake dealers. If you want to be dealt in, send for details now. 
x 

TYPES AND SIZES TO SUIT EVERY NEED! 


Myers new softener line meets any and all 
competition! Models include the completely 
automatic, electrically controlled ‘‘Soft- 
master; the plus-capacity, semi-automatic 
“Autorinse;"" the low-cost, manually con- 
trolled “Hydrochief"'— each a top value in 
its respective price class. Plenty of ad mats, 
folders, and point-of-sale displays available 
on request! 
Write, wire or phone 
for trade information to: 


THE F. E. MYERS & BRO. CO 
Dept. W-66, Ashland, Ohio 
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NORGE president George P. F. Smith 
(right) and Chicago distributor Pete 
Sampson share the microphone dur- 
ing the Chicago visit of Norge’s ‘‘fly- 
ing circus’’ presentation of 1951 lines. 


Norge Shows ‘51 Line 
In Three Meetings 


Chat Norge is able to do a great 
deal of war work without damage to 
its appliance trade was the message 
carried to eastern, middle west, and 
western distributors by the firm’s 
flying circus which held meetings in 
White Sulphur Springs, Va., Chi- 
cago and Colorado Springs last 
month. 

Talks by George P. F. Smith, 
president of Norge division of Borg- 
Warner and Howard L. Clary, vice 
president and director of sales, 
painted a picture of new factories at 
Herrin and Effingham, Il, and of 
possible substitute materials. They 
accented Norge’s far flung produc- 
tion line which gets refrigerators 
and freezers from Muskegon, Mich., 
and refrigerator compressors from 
Chattanooga, Tenn. 

New in refrigerators are shelves 
on the doors; nine models were 
shown, from 6.1 cu.ft. to 11.57; elec- 
tric and gas ranges, and washers 
passed in review 

Those appearing at the three 
meetings were G. P. F. Smith, pres- 
ident; H. L. Clary, vice president 
and director of sales; H. J. Hol- 
brook, electric ranges and water 
heaters; V. F. Peterson, washers; 
J. M. Tenney, refrigeration; J. B. 
Anger, sales training; A. H. Witzle- 
ben, sales promotion; Charles Mac- 
Mahon, advertising. 


Westinghouse Forms Tube 
Division, Expands Plants 


Westinghouse Electric Corp. has 
announced plans for opening five 
new plants, three of them to be de- 
voted to the manufacture of various 
types of electronic tubes. 

The firm has formed an electronic 
tube division under the supervision 
of E. W. Ritter. The company cur- 
rently makes such tubes in its 
Bloomfield, N J ° plant. 

Westinghouse has purchased a 
plant in Newark, Ohio, for conver- 
sion as a feeder operation for the 
main appliance division plant at 
Mansfield. The plant will turn out 
transmission units for Laundromat 
washers. 

The company has also announced 
plans for building a plant in Union 
City, Ind., for the manufacture of 
small electric motors. Production is 
scheduled for late this year. 


Wiring Conference 
To Be Held in Cincinnati 


Detailed presentations on the op- 
eration of two successful adequate 
wiring programs will highlight the 
seventh annual Adequate Wiring 
Conference in Cincinnati, February 
15 and 16. The conference is ex- 
pected to draw an industry-wide 
gathering of contractors, utility and 
league personnel, wholesaler and 
manufacturer representatives. 

The two wiring programs to be 
discussed are those now operating in 
Cincinnati and Dayton. Partici- 
pants in the panel on the Cincin- 
nati program include A. J. Rutterer 
and Robert Neel of the Cincinnati 
Gas and Electric. Herbert Snead, 
executive secretary of the Dayton 
Adequate Wiring Bureau, will pre- 
side over the panel discussing that 
city’s program. C. B. Kuntz, Fred 
R. Jones, J. K. Simpson and David 
Black will appear on the panel. 

Other speakers at the conference 
include R. W. Wilson of Kentucky 
Utilities Co., N. J. MacDonald, vice- 
president of Thomas & Betts, and 
O. C. Small, secretary of the Na- 
tional Bureau. 

Meetings will be held at the 
Sheraton-Gibson Hotel Reserva- 
tions should be made directly with 
the hotel with notification to the 
Bureau at 155 East 44th St., New 
York, 17, N. Y. Appliance dealers 
have been invited to attend the con- 
ference 


Coleman Remains Optimistic 
Over Steel Supply in 1951 


In terms of sales dollars the Cole- 
man Co. hopes to deliver as much 
merchandise in 1951 as it did in 
1950. That’s the prediction of W. C. 
Coleman, president of the firm, who 
told a Chicago audience recently that 
he did not believe that production 
of civilian merchandise made of steel 
would be cut as much as 40 percent. 

Accepting the merit award of the 
American Society of Industrial En- 
gineers, Coleman told a Chicago 
audience that he felt military re- 
quirements would take only about 10 
percent of the steel industry’s capac- 
ity. He based this on proposed mil- 
itary appropriations of $35 billion 
in the next fiscal year. 

The firm received the merit award 
for its “Blend-Air” system of cen- 
tral heating which it introduced last 
year. 


MERIT AWARD of the American So- 
ciety of Industrial Engineers is ac- 
cepted by W. C. Coleman for his 
firm’s development of “‘blend air”’ 
heating system. At left is R. L. Crin- 
nian, president of the society. 
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You can offer all the best selling features 
with FLORENCE Electric Ranges 











Lee 


MP-1A Pressure Cooker 
Can be used in Deep-Well Unit 


Duplex'’ Deep-Well 


Cooker Converts to Surface Unit 


Deluxe Backguard 


and Top Light 


Centralized Control Panel 


speed Surface Units 








c Oven Timer 





Pre-Heat Oven Thermosta 


Indicator Lights 


Timed Appliance 


Outlet 


Standard Appliance 
Outlet 


Arkless 5-he 


Switches 





Large Size Oven 
with Oven Light 


Look-in Oven 
Window 





Porcelained 


Oven Lining 


Chrome 


Oven Racks 





Full-Size 

¢ Watch for big Florence bie pines 
color ads in the nation’s .’ 
most popular magazines! 
Yes, watch for Florence’s 
bigger and better adver- 
tising and promotion 
program designed to 

uild traffic and speed 


sales in your store. 


Smart Styling 


Flush-to-Wall 
Installation 





Titanium Porcelain 
Finish 


FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


» Full line of cooking and heating 


ORE AND MORE electric ranges are being sold 
every day! It’s the modern way to cook; the 


ELECTRIC RANGES * GAS RANGES = LP-GAS RANGES * OIL RANGES 
COMBINATION RANGES» OIL 


clean, fast, automatic way. And every housewife 
is a potential customer for a new Florence...the 
electric range that offers more of what most 
women want. 

Florence Ranges and Heaters will be pre-sold 
to American women in the country’s foremost 
magazines ... month after month. 

Your customers are protected by the Florence 
Electric Range warranty...and by well-known 
Underwriters’ Laboratories, Inc., plus the Good 
Housekeeping Seal of Approval. 





appliances... for every fuel... 
for every budget. 
Top-quality .. 
priced, 

A good margin of profit for you. 
Sparkling, eye-catching design. 
Work-saving features that close 
sales. 


. competitively 


~“ Consumer acceptance that builds 


demand. 





HEATERS * GAS HEATERS 


Co-op advertising plan. 

Full color point-of-sales displays. 
Complete selection of dealer sales 
helps. 

Warehousing facilities for better 
service, 

Big-company resources — 3 modern 
plants. 

Continuous research and product 
improvement, 

Over three-quarters of a century of 
experience — a tradition of value. 


“A Ovrencts 


Ranges and Heaters 





FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Illinois. 
Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Park Avenue, New York; 1452A Merchandise Mart, Chicago; 
419 Western Merchandise Mart, San Francisco; 53 Alabama St., $.W., Atlanta; 301 North Market St., Dalias. 
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_ NOW-available in America! . 
‘e@murphy 


largest 
selling radio 
in the world 


There's a continental flavor 
in the unique styling of the 
new Murphy, England's fin- 
est and the world’s largest 
selling radio. 


#1$2— 
Low-priced superhet, 3 wave Murphy offers a complete 
ranges, 90 to 250 volts ac line of models with great 
Smartly styled plastic cabinet. eye-appeal and low cost— 
—radios that sell them- 
selves through good looks 
and unexcelled periorm- 
ance. 


Round out your line with 
these “different” radios. 
The Murphy distributor fran- 
chise affords an opportunity 
for volume sales with a 
guaranteed source of sup- 
ply. Write now for descrip- 
tive literature on the Mur- 
phy radio—the voice of the 
world! 





MURPHY RADIO LTD. 


S19 INTERNATIONAL TRADE MART 


2 154— 

Eight wave range super- 
het, 90 to 250 volts a.c. 
Beautiful plastic cabinet 
NEW 


appearance and IRLEANS 


ertormance with low in- 


CHIRDRY ) KITCHENS 














@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 
in value. See your distributor or write us for full information. 


HIRLEY CORPORATION,+ INDIANAPOLIS 2, INDIANA 
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Phonevision Trial 
Begins in Chicago 


Television on a pay-for-program 
basis started a trial run in Chicago 
on New Years Day. 

Reaction of the 300 test subscrib- 
ers who looked and listened seems 
to be: “We like it.” Mrs. George 
M. White, 4355 N. Paulina St., one 
of the participants in the 90-day try- 
out, said: “We bought only the 
Clark Gable picture ($1 charge) and 
enjoyed it while relaxing at home 
I think we would be willing to pay 
$1 several times each week to see 
movies this way.” 

Three fresh, new films were 
broadcast on station KS2XBS, and 
will be daily throughout the test, 
which is to the Federal 
Communications Commission that 
there is an audience for pay-as-you- 


prove to 


zo television 
Failing to enlist the cooperation 
of the telephone company in hand- 
ling Zenith Radio 
Corporation is handling them during 
the try-out. Code impulses _neces- 
sary to operation, however, went 
over the phone lines. 
Owners of other television 
tuning in to channel 2 
quivering image 
phonevision 


collections, the 


sets 
saw only a 
Subscribers to 
with its attachment, 
received a clear picture. Zenith’s 
scrambler offers a change in codes, 
which will make it difficult to non- 
subscribers to sneak in under the 
tent 

As phonevision spreads, other 
manufacturers can put the code at- 
tachment on their sets for about 
$10. Zenith will charge a small 
royalty. 

Subscribers to the phonevision ex- 
periment, on which Zenith is said 
to have spent $600,000, are being 
questionnaired by postcard after 
each program. According to Ted 
Leitzell, they are asked: 1. How 
many saw it, children or adults; 2. 
Did you get your money’s worth, 
3. Do you prefer the home or the 
theater for your program? 4. Any 
blunt or frank comments on value, 
quality, ete 


Lewis & Conger Sponsors 
Home Safety Competition 


Lewis & Conger’s annual home 
safety awards will be made in April at 
a dinner in the Waldorf-Astoria, offi- 
cials of the store announced last 
month. Any manufacturer of home 
appliances or home furnishings may 
enter the competition provided the 
product was placed on the market for 
the first time, in either brand-new or 
improved form, during 1950. 

Instead of awarding runners-up 
honorable mention, all manufacturers 
selected for the honor this year will 
receive home safety awards, while the 
outstanding winner will receive a 
grand prize 


James E. Gallagher Resigns 
Post With Automatic Washer 


James E. Gallagher has resigned 
his position as divisional sales man- 
ager with the Automatic Washer 
Co., Newton, Iowa. His future 
plans in the appliance field are in- 
definite at this time. 
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YOU GéT 
A SOCK FULL 
OF PROFIT 


\ iking 


WINDOW FANS 


AIR CONDITIONING CORP. 


5601 Walworth, Cleveland 2, O. 


Send me facts about the longer margin for 
extra profit on Viking Window Fans. 


Name 
Company 
Street 


City 


MERCHANDISING 





YOUR CUSTOMERS HAVEN’T HEARD 
THE REAL ELECTRIC WATER HEATER STORY 


We'll tell it to you. Then you can take it from 
there. 


EASILY INSTALLED 


Your prospects probably don’t know that an 
Electric Water Heater can be installed any- 
where in the house—next to the sink, or even 
in a closet—because it has no flue or vent. 
That means minimum radiation loss, and a 
saving on installation, because of short hot 
water lines. TELL "EM! 


CLEAN 


They'll be glad to know that heating water 
electrically is clean, and that it’s completely 
automatic. Also that the tank is fully insulated. 
SO WHY NOT TELL ’EM? 


National Electrical Manuf: ers A iati 


CRANE-LINE SELECTRIC - 
HOTSTREAM - 


ALLCRAFT - BAUER .- 
GENERAL ELECTRIC . 
PEMCO - REX - 


BRADFORD - 
HOTPOINT - 


RHEEM + SEPCO 


LONG LIFE 


The man of the house will understand the 
value of a water heater that has a long life and 
operates at low cost when it’s Electric. TELL 
HIM! 


AMPLE SUPPLY 


The housewife will appreciate having plenty 
of hot water whenever she needs it—for the 
clothes washer, the dishwasher, and the chil- 
dren’s baths. An Electric Water Heater is the 
answer. TELL HER! 


There’s plenty in it for customers . . . so tell 
them the Electric Water Heater story! 


ELECTRIC WATER HEATER SECTION 





CROSLEY .- 
JOHN WOOD .- 
A. 0. SMITH - 


KELVINATOR . 
THERMOGRAY .- 


LAWSON - 
TOASTMASTER + 


There’s plenty in it for you, too! 
Your supplier can tell you about the ample 
PROFIT on the sale of an Electric Water Heater, 
with a minimum of profit-eating service calls 
—and its value in building up your list of 
satisfied customers. 


Install the type of Electric Water Heater 
that best suits the job—tank-type or table- 
top. Be sure to sell a size that’s adequate! 


155 East 44th Street, New York 17, N. Y. 
DEEPFREEZE 


+ FAIRBANKS-MORSE .- 
MERTLAND .- 
UNIVERSAL - 


FOWLER - FRIGIDAIRE 
MONARCH - NORGE 
WESIX + WESTINGHOUSE 
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Chicago Electric Mfg. Co. 


STANLEY M. FORD 


Stanley M. Ford has been elected 
president of the Chicago Electric 
Mfg. Co. He joined the firm in 
1945 as general sales manager and 

1948 was made vice-president in 
harge of sales. Prior to the war he 
was with General Electric as sales 
manager of that firm's small ap 
pliance line 


Ekco Products Co. 


Three new vice-presidents have been 
elected by the board of directors of 
Ekco Products Co. They include 
Edward Keating, vice-president in 
charge of foreign operations and as- 
sistant to the president, John Brooks, 
vice-president in charge of housewares 
sales and sales manager of nationally 
advertised lines and Edward Marder, 
who is in charge of the firm’s staple 


lines 


Florence Stove Co. 


Robert H. Nolan has been named 
southeastern division sales promotion 
manager for the Florence Stove Co. 
He has been with the firm since 1944 
as a sales representative in the south 
eastern division 


Crosley Division 
Avco Mfg. Corp. 


HARRY E. McCULLOUGH 


Harry E. McCullough has been 
named manager of the radio and tele- 
vision sales section of the Crosley 
division of Avco Mfg. Corp. He 
joined the firm in 1948 and most re 
cently was assistant to the general 
sales manager 

F. J. Hughes, who has been man- 
ager of contract and builder sales for 
Crosley, has been made manager of 
the firm’s Washington office. M. B. 
Beck, manager of the kitchen equip- 
ment sales department, has assumed 
additional responsibility for the builder 
sales department 
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Hallicrafters Co. 


ROLLIE J. SHERWOOD 


Rollie J. Sherweod, general sales 
manager of the Hallicrafters Co., since 
1946, has been elected vice-president 
in charge of sales. He joined the firm 
in 1944 


RCA Victor Division 
Radio Corp. of America 


JACK M. WILLIAMS 


Jack M. Williams has been ap 
pointed advertising and sales promo- 
tion manager of the RCA Victor home 
instrument department. He succeeds 
James M. Toney who has become 
director of public relations. Williams 
has been with RCA Victor since 1926 
and most recently was special assis 
tant to the firm's director of public 
relations 

Tohn P. Boksenbom has been elected 
a vice-president of the RCA Service 
Co. in charge of its consumer products 
service division. He was previously 


treasurer and controller for the firn 


Admiral Corp. 


Joseph J. Ptaci as been ap- 
pointed assistant to the advertising 
director of Admiral Corp. He was 
formerly advertising auditor for the 
firm. He will now be in charge of 
space buying for the company’s 
newspaper and magazine adver- 
tising 


American Stove Co. 


° 

J. J. Edwards, formerly manager 
of the firm’s Boston office, has 
been named manager of the Pacific 
sales division of the American Stove 
Co. He will have headquarters in 
Los Angeles 


Horton Mfg. Co. 


L. F. KORANDA 


L. F. Koranda has been named 
sales manager for the full line of 
Horton home laundry equipment 
Prior to his appointment he had 
been merchandising manager for 
the company 


Sylvania Electric Products, Inc. 


ARTHUR.L. CHAPMAN 


BERNARD L. HOLSINGER 


Arthur L. Chapman, general man 
ager of the radio and television divi 
sion and of the parts division of 
Sylvania Electric Products, Inc., has 
been appointed a vice-president. 

Three other Sylvania executives 
have also been appointed vice-presi- 
dents. They include Curtis Haines, 
general manager of operations of the 
radio and television tube divisions, 
John B. Merrill, general manager of 
the tungsten and chemical division, 
and Howard L. Richardson, director 
of industrial relations 

Bernard O. Holsinger has been 
named assistant general sales man- 
ager of the radio and television di- 
vision of Sylvania. He has been ad- 
vertising vertising and sales promo- 
tion manager since June of 1949 


Mullins Mfg. Corp. 


J. W. PURVIS 


J. W. Purvis has been named as- 
sistant sales manager and manager of 
dealer sales for Youngstown Kitchens. 
He has been with the firm since 1940, 
most recently as zone sales manager 
in the Chicago, St. Louis, Detroit 
area. D. F. Sembach has been named 
to succeed Purvis in the latter position. 


Robbins & Myers, Inc. 


KEITH M. SPURRIER 


Keith M. Spurrier has been made 
sales manager of the fan division of 
Robbins & Myers, Inc. He was for- 
merly with Hunter Fan & Ventilat- 
ing Co., a wholly owned subsidiary 
of Robbins & Myers. 


Starrett Television Corp. 


HERBERT A. FRANK 


Herbert A. Frank has been named 
general sales manager for Starrett 
Television Corp. and George W. Smith 
has been made manager of private 
brand sales for the firm. Frank was 
formerly with Hoover, Farnsworth 
Radio, Tele King and Video Corp. 

Robert E. Kassay has been made 
sales representative covering West- 
chester county, New York, and Fair- 
field county, Connecticut. He was 
formerly with Arvin and Tele King. 
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@ Count 'em up—there are as many positive and exclusive 
dealer advantages to the Magnavox franchise as days in the week! 


One: Magnavox dealers enjoy a partnership in 
selective distribution! Two: Magnavox offers dealers the longest 
discounts—up to 38% per cent on television receivers, 
up to 45 per cent on radio-phonographs! Three: Every Magnavox dealer 
enjoys an undiluted market, free from unfair trade practices. 
Four: Magnavox dealers reap full 
benefit of Magnavox national advertising in their own markets! 
Five: Magnavox deals directly with the 
dealer and ships directly to his door, absorbing freight 
costs! Six: Magnavox prices are Fair Traded 
wherever such laws are in force! Seven: Magnavox dealers 
reap the benefits of the staunchest owner loyalty in 
the television-radio-phonograph industry! 

The Magnavox Company, 

Fort Wayne 4, Indiana. 
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BETTER SIGHT...BETTER SOUND... BETTER BUY Magnavox 


One of a series of advertssements in business papers on 
: “Why Magnavox Is Your Best Profit Opportunity” 
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Only Ynlernational Fans Offer 
SPRING-SUSPENSION 
for quietness that SELLS 





A POWERFUL SALES FEATURE that no other fan can match . . . and it's 
yours in every International fan! With all moving parts entirely cradled 
in resilient springs, International fans entirely eliminate hum and vibra- 
tion — outsell all others by offering MORE FAN VALUE for YOUR 
CUSTOMER'S DOLLAR: 


THE POPULAR MODEL C-20J) WINDOW VENTILATING FAN 
®@ Silent—floats on springs. 
@ Fits any window up to 44” width. 
® Powerful—big 20” blades move more than 3500 cfm per minute. 
@ Guaranteed. 
@ Beautifully-styled cabinet. 


See the wonderful new 1951 International quiet, exclu- 
sive spring-suspended fans before you buy. We are in 
position to make deliveries immediately with June Ist 
dating. Materials such as copper, steel and aluminum 
are practically unobtainable at the present time. We 
urge you therefore to see our new line, or write us for 
full details and prices so you can order as soon as 
possible. 


International Oil Burner Co. 
3800 Park Ave. 
St. Louis, 10, Mo. 


Please send all details on your 1951 Sales Promotion Plan 


BOOKLET 
I 


| Name 
Firm Nome 
| Street Address 


; City and State 


OIL BURNER CO. 
SAINT LOUIS 


Factory Representatives—Some territories 
still available. Write for further details. 


NEW POSITIONS 





Spring and Park Aves., St. Louis, 10, Mo. 





General Electric Co. 


DAVID T. MESKILL 


David T. Meskill, formerly dis 
trict appliance sales representative 
for the company in Boston, has 
been appointed sales manager of 
General Electric's fan division. He 
has been with the firm since 1939. 

Robert ( Walton has been ap- 
pointed assistant to the manager of 
marketing for G-E’s appliance and 
merchandise department. He was for- 
merly assistant to the manager of the 
household refrigerator division. 

J. P. Evans has been made assistant 
manager of appliance sales in the north 
central district 


Freed Radio Corp. 


George Axmacher has been named 
sales manager for Freed-Eisemann 
television inthe metropolitan New 
York area. Stanley Heisner succeeds 
him in the firm’s Manhattan and West- 
chester territories. 

Stanley J. Marks and L. L. Finch 
have been named district sales man- 
agers in the Midwest for Freed. 
Marks, with headquarters in Chicago, 
will supervise distributors in Illinois, 
Michigan, Indiana and Wisconsin. 
Finch will handle Kentucky and Ohio 
and will have offices in Cincinnati. 


International Harvester Co. 


Gilbert R. Snow has been named 
district manager of refrigeration sales 
for the International Harvester Kan- 
sas City sales district. He joined the 
firm in 1938. 

L. J. Cook, formerly assistant man- 
ager of general sales in the New 
Orleans district, has been named 
southern regional refrigeration rep- 
resentative for the company. 

George G. Cox, formerly a zone 
manager in the Memphis district, has 
been made refrigeration representa- 
tive in the Memphis sales district. 


National Pressure Cooker Co. 


Four new territorial salesmen have 
been appointed by the National Pres- 
sure Cooker Co. M. H. Melton will 
cover Alabama, Robert White will 
have charge of North and South 
Carolina and Virginia, Rubin Katz 
will cover upstate New York through 
Syracuse and R. C. Warren will have 
eastern Pennsylvania including the 
Philadelphia and Buffalo markets. 
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Capehart-Farnsworth Corp. 


E. HOY McCONNELL 


E. Hoy McConnell has joined the 
sales staff of Capehart-Farnsworth 
Corp. in an administrative capacity. 
He was formerly with Hotpoint as 
sales promotion manager and prior 
to that had been with Horton. 


The Hoover Co. 


Randall B. Lamb, a veteran of 26 
years with the firm, has been made 
manager of sales education for the 
Hoover Co. He will take over many 
of the responsibilities of W. Wallace 
Powell, the company’s director of 
sales education and sales research, 
who is now devoting more of his time 
to direct sales activities 


Kalamazoo Stove 
& Furnace Co. 


W. H. Armstrong has been named 
regional sales manager of the south- 
western territory of the Kalamazoo 
Stove & Furnace Co. Don D. Peterson 
has been appointed to a similar post 
in the northeastern territory while 
Frank Holliday will be sales manager 
for the northwestern territory with 
headquarters in Minneapolis. 


Silex Co. 


William S. Cary, Jr., has been ap- 
pointed district manager for Silex in 
New Jersey. For 16 years he had been 
district manager for the firm in New 
York City. He has been succeeded in 
that post by William Mathesius, 


Jr. 


Bendix Radio 


N. C. Henry has been named man- 
ager of TV and radio distribution for 
Bendix television and broadcast re- 
ceiver division of Bendix Aviation 
Corp. He has been with the firm eight 
years, most recently as office manager. 


Coleman Co., Inc. 


J. Robert Montgomery has been 
named regional sales manager of 
the heating equipment division of 
the Coleman Mfg. Co., Inc. He will 
cover Michigan, northern Indiana, 
northern Ohio, and northeastern 
Illinois. He has been with Coleman 
since 19-47, 
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..-here’sa real success story for YOU! 


MW RRAYW brings 
you a proved sales-making appliance 
line . . . priced within the reach of all 

. made the new way in one of the 
world’s finest plants! 


MU R RAY products 
include a full line of highest quality gas 
ranges, and electric ranges . . . as well 
as cabinet sinks, wall and base cabinets. 


RW RRAYW is one of 
the few single sources of such a broad 
kitchen line. 

One standard of quality! One de- 
pendable manufacturer to deal with! 


REW RRAYW special 
area advertising can be for you just 
as wonderfully effective in obtaining 
dealers as it has been for many other 
Murray distributors! 


REWRRAW helps 
you sell these marvelous, new kitchen 
units by means of outstanding, hard- 
hitting advertisements appearing in the 
nation’s leading publications, and 
aimed at your potential customers. 


MW RRAYW is ever 
progressing, ever developing newer, 
better products that continue to nour- 
ish your year-after-year sales! 








What has happened with 
Murray in one short year! 


Established a great distributor- 
ship served by experienced region- 
al and district sales people at key 
locations. 


Become an important advertiser 
with 4-color space in the impor- 
tant consumer magazines . . . plus 
big ads in the foremost trade papers. 


Created a complete program of 
useful, sales-catching promotional 
helps for dealers. 


Made the Murray name known 
and one to be reckoned with in the 
home appliance field! 





* VISIT the Murray Plant at Scranton, Pa. or the permanent Murray 
display of the complete line—maintained for your convenience—at the 
Chicago Merchandise Mart, Room 1124. You'll soon see why so many 
progressive distributors have lined up with MEW RRAW 


THE MURRAY COPPORATION OF AMERICA, Home Appliance Division, Scranion 2, Pa. 
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SEE 


the entire MURRAY line at 
our plant in Scranton, Pa., 
or at the Chicago Merchan- 
dise Mart, Room 1124. 


MURRAY 


Electric Ranges 





Your customers will like the 
new, easy color-control heat-tuning 
(graduated-color push-buttons ). 7- 
heat units that are quickly cleaned. 
The big oven, deep-well cooker, and 
appliance outlet — automatically 
timed. Every range fully welded; 
Fiberglas insulated. Super-rigid 
drawers ride on silent nylon rol- 
lers! Robertshaw controls. 


Gas Ranges 





Richly porcelain enameled—acid 
and stain resistant. Handsome one- 
piece tops, with divided or grouped 
burners, have easy-to-clean seam- 
less burner bowls, seamless 
“waterfall” front. Up-high broiler 
that’s truly smokeless. Giant, por- 
celain enameled ovens. Use any 
type gas supply. 


RMaWwRRAWYW 
Cabinet Sinks 


With every modern convenience! 
66” model has double drainboards 
and sumps, breadboard, cutlery 
tray, storage space galore, vege- 
table basket. Other models in 54” 
and 42” sizes. Acid and stain re- 
sistant porcelain efiamel on sinks; 
hi-baked enamel on cabinets. 


MURRAY 
Modern Cabinets 


Beautifully styled wall cabinets 
with adjustable shelves, concealed 
hand grips, strong, semi-invisible 
hinges. Matching base cabinets 
have silent brass-runner drawers, 
sound-insulated doors, durable 
Vinyl plastic tops, heavy chromium 
baed along top edge for highest- 
quality appearance! 
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@ PROVED Performance 
@ NEW Features 
@ BIGGEST Promotion 


SH tow Prices 


MODEL KG-51 — 


Wider (20” 
jvstment, sure-grip tires . . . 


cut), lighter, single ad- 
only $94.50! 


MODEL K-10— Combination lawn-edger and hedge- 


t= trimmer — colorful . . . only $37.50! 
— 


ROBERTON... | 


KING PNEUMATIC TOOL CO. 
2717 N. Ashland Ave., Chicago 14 


MAKES IT 
A Real PICKUP, 


< aye ast 


e 


VENCO tte one-man loader 


@ SAVES TIME 
@ SAVES LABOR 


ASK YOUR JOBBER ABOUT KE-94 reel-type 
electric mower, plus gas and electric Rotary- 
type mowers —all surprisingly low priced! 


NEW POSITIONS 




















STOPS ACCIDENTS 
at HALF THE COST of 
comparable loading equipment | 


The Venco original tailgate 
loader really puts the “pickup” 
in your 42, % and 1 ton trucks. 
The one man can handle heovy, 
bulky objects, such as refrigera- 
tors, in complete safety to mer- 
chandise and personnel. 


© At your truck equipment dealer 
or write: 


The VEN CORP, Dept. £ 


2828 Newell St., Los Angeles, Calif. 
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Al R-FLO AUTOMATIC 


CEILING SHUTTER 


TOP VIEW~~- OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ- 
ent widths, single panel up to 73” long. 
No ism shows. Built-in 
fusible link. “Meets fire underwrtiers’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 








VIEW FROM BELOW - 
(with mouldin 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 


* ice 











Dayton Pump & Mfg. Co. 


JAMES F. PEASE 


James F. Pease has been ap- 
pointed sales manager of the water 
system and water softener division 
of the Dayton Pump & Mfg. Co. He 
was formerly assistant sales man- 
ager and has been succeeded in that 
position by Richard B. Evans. 


Domestic Sewing Machine Co. 
Warren J. Hedley 


director of training for Domestic Sew- 
ing Machine Co. He has been in the 
sewing machine field for over 30 years. 


has been named 


Perfection Stove Co. 


F. J. Rudolph has been named 
manager of the Kansas City sales 
district by Perfection Stove Co. He 
has been with the firm since 1913 
He succeeds W. J. Bruce, who has 
retired 

J. A. Kenworthy has been added 
to the staff of the firm’s Chicago 
sales district 


McAllister-Ross Corp. 


Vice-presidents in charge of sales in 
the eastern and western halves of the 
country have been appointed by McAl- 
lister-Ross Corp., manufacturers of 
bagless vacuum cleaners. Hadden S. 
Pierce, former division sales manager 
for Interstate Engineering Corp., will 
be in charge of western sales while 
William A. Wallac, 
of Chieftain Sales Co., will 
charge in the East 


have 


Royal Vacuum Cleaner Co. 


Jett W. Hoskins has been ap- 
pointed district sales manager of the 
Ohio and Michigan territories for 
the Royal Vacuum Cleaner Co. He 
has been in the vacuum 
1923 


business since 


Packard-Bell Television 


Bill Frost has been named south- 
ern California district sales man- 
ager for Packard-Bell. He was for- 
merly assistant to the sales manager 
of the company. Dean Pulsifer has 
been named to a similar post in 
northern California. He was for- 
merly with Delco and Westing- 
house 
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former president | 


cleaner , 


speedy operation 


LOW COST 


with top features 


STURDY 


and trouble-free 


*107* 


Smith-Corona 


ADDING MACHINE 


EE why Smith-Corona gives you 
S more for your money ... Color 
speed Keyboard quickens finger 
action ... Error Control corrects 
mistakes instantly before adding . . - 
“Clear” Signal gives positive indica- 
tion of beginning of each compu- 
tation... Instant Tape-Eject shoots 
out the used tape with a flip of the 
finger. 

Smith-Corona Adding Machines 
last for years without costly servic- 
you'll find 
Smith-Corona offers appearance and 
advantages for which you'd expect to 


ing. Shop and compare .. . 


pay dollars more. For complete facts, 
see your Smith-Corona dealer or mail 
coupon. 

* Price for all states permitting 


Fair Trade Laws. Subject 


to change. Tax extra. 


SMITH-CORONA 
CASHIER 


A complete cash 
register plus adding 
machine service at 
lowest cost 


j7~——SEND COUPON FOR FULL FACTS-———4 
L C SMITH & CORONA TYPEWRITERS INC 
109 ALMOND STREET, SYRACUSE 1, N. Y. 


Genilemen: Send ageiailed /terature on 


Adding Machine (_} Cashier 


Name 


Address 
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Better Homes & Gardens, 3rd BIGGEST man-woman magarine, 


can build your electrical appliance business in many BIG ways — 


* 
BHG i: BIG in families building new homes. 


It reaches 7 out of 10 of them—what a fertile ap- 
pliance market! 

BHG‘: BIG in families owning electric mixers. 
But over 14 of these are over 10 years old. What 
a replacement market! 

BHGi: BIG in results. A leading manufacturer 


oe: "S33 BH&G has produced —at ridiculously low 


cost—more orders than we can fill!” 

Yes, BH&G’s multimillions are “naturals” for you. 
They have the interest in, the need for, and the 
money to buy appliances for every room in their 
bigger-than-average homes. What’s more, they use 


BH&G as their buying guide for today, tomorrow— 
and that day when dreams come true! 


So it’s easy to see what a lasting aid it is to your 
brands when theyre advertised to Better Homes & 
Gardens’ 3!2-million families ! 


ANS 
‘0 ardens 


“ ee St 
Serving a SCREENED MARKET of 3'2-Million Better Families 





9 
* MEREDITH PUBLISHING COMPANY 
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IT’S DIFFERENT! 


You're selling a different 
market now . . 

e short-term credit 

© pick-up-aond-move living 


® homemakers’ increased need 
for time-saving, space-saving, 
budget-priced appliances 








. it's a market tailor-made 
for these Taylor products! 


TAYLOR SUMMER BREEZE DRYER 


sd aed or al 


TAYLOR CORPORATION 


oe aha 
LIANCE, OR 


Hey, you guys— 
WEBB’s got your answer! 


for handling with extra care 


Handle any size TV or radio set faster 
and more safely with easily adjustable 
Webb TV Wrapabouts. They're made of 
ruggedly padded and quilted water- 
repellent canvas . . . lined with soft white 
flannel . . . and they slip on in seconds. 
Because Wrapabouts last years, they pay 
for themselves many times in efficient 
deliveries, lasting customer goodwill. 


WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pa. 
Send Wrapabout prices and information on 


(radio) 
(television) 


set model = moke___ 
Name 
Address 


City 





NEW POSITIONS 





Philco Corp. 


O. O. Schreiber has been made as- 
sistant to the president of Philco Corp. 
He has been with the firm for 17 
years, most recently as assistant 
secretary. 

Jert Cole, formerly manager of the 
Crosley Distributing Corp. branch in 
New York, has been named district 
sales representative for Philco in the 
New York-Newark area 

Herbert N. Riband has been 
named general manager and Clare 
Courtney sales manager of Philco’s 
accessory division. Riband has been 
with Philco since 1936 and most re- 
cently has been sales manager of 
the accessory division. ‘Courtney 
has been with the company since 
1929 and most recently was a dis- 
trict sales representative in the New 


York-Newark area 


American Central Division 
Avco Mfg. Corp. 


Charles K. Clarke has been named 
western regional sales manager for 
American Kitchens. He was for- 
merly sales manager of Kitchen 
Kraft Products, Midwest Mfg. 


Corp 


Fogel Refrigerator Co. 


E. A. Terhune has been appointed 


only JUICE KING has 


00 
Lion 


Cutting Mechanism 
QUICK—FOOLPROOF! 


vice-president in charge of sales for | 
the Fogel Refrigerator Co. He has | 


been associated with the refrigeration 
industry since 1926 


Allen B. Du Mont 
Laboratories, Inc. 


Fred A. Lyman, assistant na- 
tional sales manager, has been ap- 
pointed director of sales training for 
the receiver sales division of Allen 
B. Du Mont Laboratories, Inc. The 
new duties are in addition to his reg- 
ular position. 


Noma Electric Corp. 


Nicholas P. Lukats has been 
named executive assistant to the 
executive vice president of Noma 
Electric Corp. He has been with 
Noma since 1948 


General Mills, Inc. 


E M Schindeldecker has been 
made manager of the Wolverine dis 
trict of General Mills’ home appli- 
ance department. He has been with 


the company cleven years 


Commander Television Corp. 


Robert I. Erlichman has beet 
named a regional sales manager for 
Commander Television Cory 
was formerly with John 
dustries and Tele-King 


CAN OPENER 


Sell JUICE KING and you sell 
the most dependable can opener 
made. 





© Exclusive “ROTO ACTION" cutting 
mechanism-dependable ... fool proof. 


©@ No extra levers to set. 

© Finish is enamel and sparkling chrome. 

© Available in white, red, yellow or all 
chrome. 

@ Knife removable for easy cleaning. 


JUICE KING 
HOME JUICER 
Model JK-35 (illustrated) 

Single stroke action. 
Removable cup. Attrac- 
tively finished enamel 
and chrome. $7.95. 
Other models from $5.95 


NATIONAL DIE CASTING COMPANY 
Touhy Ave. and Lawndale, Chicago 45, Illinois 
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The GAS RANGE 
that has everything’ 





























There is a Grand Gas Range model for every 


kind of home, large or small. And each offers BIG BAKE OVEN, fiberglas insula- 


the greatest possible value and convenience tion, direct-fired. With automatic 


: control for perfect results every time. 
to the woman who uses it. As a result of 85 5 





rears of making fine gas ranges, Grand Ranges ; 
ye & 8g a 8 DIVIDED COOKING TOP 


provide a lifetime of dependable, trouble-free for extra work space. Giant 


; > : size and simmer burners. 
service, as well as a generous variety of exclusive 


\ Turn the Kee to“off” and burners 


information on Grand Gas Ranges today. They can’t be lighted. 


offer the greatest possibilities for profit and 


convenience features. Write or cable for full : eat SAFE-TEE-KEE protects children. 
H _ 
= 


CHARCOL-ATOR BROILER broils 
customer satisfaction you will find anywhere! with infra-red rays. Like cook- 


ing with a hot bed of charcoal. 


AND Electric clock, interval 
timer, fluorescent lamp, conven- 
ience outlet for appliances, and 
many others. 


For Full Details, address 
HOME APPLIANCE COMPANY 
2323 East 67th Street * Cleveland 4, Ohio 
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DISTRIBUTOR NEWS 





Raymond Rosen Sponsors 
Third Florida Trip 


Almost 300 dealers and their wives 
spent a one-week vacation in Florida 
last month as the guests of Raymond 
Rosen, Philadelphia distributor. It 
marked the third successive year that 
the Rosen dealer group had made the 
trip 


Krich-New Jersey Splits 
RCA Sales Operations 


Krich-New Jersey, Inc., exclusive 
RCA Victor distributor in New Jer 
sey has been reorganized into three 
separate departments. Frederic M 
Comins has been named manager of 
the radio and television department 
with Norris I. Saurman continuing as 
manager of the record department 
Samuel Robbins continues as manage 
f the electronic parts department. All 
three report directly to William W 
fone, vice-president in charge of sales 


Brennan Heads Sales Force 
For Mytelka and Rose, Inc. 


William Brennan has been named 
sales manager for Mytelka and Rose, 
Ihe., Newark, N. J. He has been with 
Zenith, Norge, and Philco and most 
recently was district manager for 
Capehart television and radio-phonos 
for Mytelka and Rose 

Walter J. Stevens, Jack Dailey and 
S. G. Cordella have been made dis- 
trict sales representatives by the firm 


Laswell and Grasinger Join 
Staff of Texas Wholesalers 


W. E. Laswell has been named sales 
manager and Sam Grasinger has been 
appointed sales promotion and adver- 
tising manager for Texas Wholesalers, 
Inc., Dallas. Laswell was previously 
regional sales manager for Norge 
while Grasinger was formerly sales 
manager for Frank Lyons Co., appli- 
ance distributing firm in Little Rock, 
Ark 


Lubenow Named To Head Sales 
Staff of State Distributing 


George A. Lubenow, formerly wit! 
Proctor and Admiral, has been ap 
pointed general sales manager of Stat« 
Distributing Co., Inc., Milwaukee. 


Los Angeles Firm Shifts 
Main Office to Fresno 


Kinney Bros., Los Angeles distribut- 
ing firm, has moved its headquarters 
to Fresno, Calif., long one of the com- 
pany’s major branches. At the same 
time E. Edward Faust, manager of the 
Fresno branch, has been made a gen- 
eral partner and the name of the firm 
hanged to Kinney & Faust. The 
Fresno headquarters have been in- 
stalled in a new building at 1740 Van 
Ness Ave 


Southern Bearings and Parts 
To Build New Headquarters 


Work has begun on a $300,000 build 
ing in Charlotte, N. C. to house the 
Southern Bearings and Parts Co., Inc 
The 48,000 foot structure will house 
all the activities of the company, which 
now uses four buildings. Occupancy 
is scheduled for June, 1951 
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Wholesaler, Dealers Mail 
160,000 Gift Circulars 


Dealers in the New York area serv- 
iced by the U. S._ Electrical Supply 
Co. distributed over 160,000 “electrical 
gift” circulars during the Christmas 
season. Because the wholesaler paid 
a large share of the cost of production 
and printing, the circulars were made 
available to dealers at less than a 
enny apiece 


Elect Henges Vice-President 
of Graybar Electric Co. 


W. E. Henges has been appointed a 
vice-president of the Graybar Electric 
Co. He will continue to function as 
issistant to the president, a position 
he has held since September, 1950 
Prior to that he had been a district 


manager in Cleveland and St. Louis 


Grace D. Stubbs Elected 
President of Portland Firm 


Grace D. Stubbs has been elected 
president of Stubbs Electric Co., Port 
land, Ore., succeeding O. B. Stubbs 
who died late in November. John O 
Stubbs, son of the firm’s founder, has 
been named vice-president and finan 
cial adviser. Other officers include 
Hugh M. Hanna, assistant general 
manager in charge of sales and opera 
tions; William A. Holley, assistant 
general manager in charge of office 
and credits; and A. I. Nichols, se 
retary and treasurer 


Priday, Key Supervise Sales 
For Raybro Electric Branches 


Gordon Priday has been appointed 
branch sales manager of the Jackson 
ville branch of Raybro Electric Sup- 
plies, Inc., Tampa, and Jack Key has 
been named to a similar position in the 
Miami branch. Priday was formerly 
in charge of lighting sales for the 
Jacksonville branch while Key has 
been with the firm for some time as a 
territory man. Fred Elwes and C. V 
Brown continue as managers of the 
Jacksonville and Miami branches 


Two-in-One Store 


Gaines Named General Manager 
Of Hallicrafters-Chicago 


A. Deb Gaines has been made gen- 
eral manager of Hallicrafters-Chi- 
cago, company owned distributing 
branch. Gaines was formerly presi- 
dent of Foster-Gaines in St. Louis. 
Ollie J. Helmer, former branch man- 
ager, continues as sales manager. 


G-E Appliances, Cincinnati, 
Opens New Headquarters 


The Cincinnati branch of G-E Ap- 
pliances, Inc., has moved into new 
quarters at 1720 Dana Ave. The 22,- 
000 square foot building contains ware- 
house space, offices, meeting rooms and 
a completely equipped model kitchen 
as well as a parts and service depart- 
ment. 


Paley Named Ad Head 
At Herbert Horn Inc. 


John Paley, assistant advertising 
manager for three years at Eastern 
Columbia, has been appointed adver- 
tising manager for Herbert H. Horn, 
Inc., distributor of Admiral and other 
products in Los Angeles He succeeds 
Ralph Kibbec 


Berliant To Manage 
Air King Distributors 


Ed Berliant has been appointed gen 
eral manager of Air King Distributors 
Corp., Brooklyn, wholly-owned factory 
distributor for Air King television re 
ceivers. He was formerly vice-presi 
lent and general manager of Tele 
King, New Jersey, and executive vice 


president of Tele King Corp 


Burns Named Ad Manager 
For Lone Star Wholesalers 


Robert T. Burns, Jr., has been ap- 
pointed advertising and sales promo- 
tion manager for Lone Star Wholesal- 
ers, Dallas. He was previously builder 
salesman for the firm and prior to 
that had been an appliance salesman 
ior A. Harris & Co. 


Urban Gets Laundry Post 
At WESCO in Dallas 


Charles J. Urban has been named 
laundry equipment specialist for West- 


DEALER Gayle Sewell and distributor Glenn Earl shake hands upon the com- 
pletion of their unique dual-purpose showroom. Earl needed a Boise branch 
office for his Salt Lake City distributing operation. Sewell had plenty of 
room in his downtown Boise store. The result: the front of the store houses 
Sewell’s Capitol Distributing Co; the rear is used by the distributor. Looking 
on is Coolerator district manager Alex Kuehlthau. 


Western Winner 


AWARDING first place honors in the 
western division of International Har- 
vester Sales Contest, Leonard De 
Mars, left, southern California branch 
manager for International Harvester, 
presents a desk set to Nelson R. 
Thomas, president of Thomas Distrib- 
uting Co., Los Angeles and San Diego, 
the winning firm. Nationally Thomas 
was also with the front runners, fin- 
ishing in third place. 


inghouse Electric Supply Corp., Dal- 
las. He was formerly with Westing- 
house in Mansfield. 


G-E Supply, Dallas, Opens 
$75,000 Warehouse Plant 


A $75,000 warehouse plant for the 
General Electric Supply Corp. has 
been opened in Dallas, Texas. The 
opening of the new building marked 
the third time since 1928 that the 
firm has moved to larger quarters. 


Sturtz Named To Sales Post 
With Ben-Her Industries 


Phillip B. Sturtz has been made 
district sales manager in the metro- 
politan New York area for Ben-Her 
Industries, Inc., New York. He has 
been in the field over 20 years with 
Crosley Distributors, Motorola- 
New York and Admiral Corp. 


WESCO Opens New House 
In Long Island City 


Westinghouse Electric Supply 
Co. has opened a new house at 29-50 
Northern Blvd., Long Island City, 
N. Y. The move to the new loca- 
tion combines the facilities of the 
New York and Brooklyn houses 


Williams Named Manager 
Of Wesco Dayton Branch 


J. A. Williams, formerly district 
apparatus and supply sales promo- 
tion manager at Cincinnati, has been 
made branch manager of the Day- 
ton house of Westinghouse Electric 
Supply Co 


Capitol Distributors Names 
Rogers To Head Sales Staff 


C. E. Rogers has been made gen- 
eral sales manager of Capitol Dis- 
tributors, Dallas, Texas. He has been 
with Capitol since its founding over 
two years ago as sales head for the 
Oklahoma territory. 


Wood & Cies Appoints 
Johnson To Seattle Post 


Alfred R. Johnson, formerly Puget 
Sound area sales representative for 
the firm, has been made manager of 
the new Seattle branch of Wood & 
Cies Distributing Co. 
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APPLIANCE DEALERS 


are increasing traffic 
gaining extra income 





Vous the American public is asking about and buying 
the new FILTRON, Cold Water Coffee Extractor. National 
advertising and national publicity is exciting demand for 
this radically new way to better coffee. 


Hundreds of Appliance Dealers are taking advan- 
tage of this great potential to increase traffic, 
build good-will and add a new high-discount 
source of income. 


STOCK AND DISPLAY THE FILTRON-—Let the public 
know you carry FILTRON—it has no competition—customers 
cannot be switched to other makers. Display FILTRON— 
get the traffic. 


DEMONSTRATE THE FILTRON-—It’s profitable to talk 
about, simple to demonstrate and you can economically 
serve coffee to all your customers. A taste demonstration 
makes it easy to add a FILTRON to most sales, 


Ask Your Jobber for Complete Details or Write Direct to 


Helmco-Lacy 


RUUTRON 


cold water coffee extractor 


+ 9495 


CHECK THESE CONSUMER FEATURES 
Coffee completely free from bitterness. 


Makes an instant type coffee extract 
from your favorite brand. 


You get more cups per pound because 
there’s no waste. 


Makes pound after pound the same uni- 
form goodness. 


Uses no heat or electricity. 
Every cup is vacuum-tin fresh. 


CHECK THESE DEALER FEATURES 
Top discounts. 

Easy to demonstrate. 

Made from non-shortage materials. 


Growing public acceptance plus great 
natural curiosity. 


Complete co-operative merchandising 
help. 


1215 Fullerton Avenue, Chicago 14, illinois 
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LINE OF POWER MOWERS... 


Toro mowers are backed by a nation- 
wide distributor set-up that’s unique in 
the industry for speed of repair and fast 
parts delivery. Write for dealership in- 
formation to: Toro Mfg. Corp., 3044 
Snelling Ave., Minneapolis 6, Minn. 


‘INSIDE, SALESMEN’ 


HOT and SNAPPY 


are working for you! 








THEY WORK WONDERS FOR YOU BECAUSE 
THEY PERFORM MIRACLES ON THE JOB 


And they're only two of the fine working fea- 
tures that make Columbia the leader in the 
electric water heater field. 

is the exclusive 100% efficient 
immersion type heating element. It transfers 
all the heat directly into the water almost 
instantaneously. Completely enclosed in a 
submerged copper well, this element is easily 
removable without draining the tank. 

is the patented “snap-action” 
thermostat, submerged in the water in a 
thermal-sensitive copper well. It snaps on 
and off...no arcing...no chatter. Easily 
removable without draining the tank. 


Appliances in the Magazines 


WOMEN’S SERVICE GROUP 


Woman's Home Companion 


“Now We Have More Time For Fun,” 
by Bernice Strawn—February Com- 
panion—how one housekeeper licked 
housework woes with good equipment 
and a regular schedule. 

“How To Keep It Hot,” by Dorothy 
Shaw—the right equipment makes it 
easy to keep cool and calm while keep- 
ing meals hot. 


McCall's 


“I Traded My Roommate For A 
Freezer,” as told to Elizabeth Sweeney 
Herbert—February McCall’s—Erma 
Meeks, Honolulu white-color girl, in- 
stalled a freezer in her bedroom when 
her roommate left, and thereby solved 
her cooking problems. 
“New Steam Irons,” by Eleanor Cook 
some good features to be found in 
the new steam irons. 


Parents’ 


“It Fits Our Family Needs,” by Mel- 
vin Rader—February Parents’—de- 
scribing the house that won the na- 
tional merit award in Parents’ 1949- 
1950 Builders’ Competition. 

“Regional Merit Awards”—first three 
prize winning homes feature electric 
kitchens and laundries. 


Household 


“Today's Hand Irons,” by Dahy B. 
Barnett—January Household—a_re- 
view of new features available in auto- 
matic irons. 

“I Have a Dandy Waffle Menu,” by 
Helen W. Fritz—recipes built around 
the waffle iron. 


Today's Woman 


“Soap And Water Story,” by Ruth 
Gaffney—January Today's Woman— 
inside information on fabrics and how 
to wash them. 

“Background For Beginning” 
modernize an apartment kitchen 
“For Kitchen Convenience”—supple- 
mentary modernizing data shows how 
to store utensils and save steps. 


how to 


National Bake-off 


True Story 


“Breakfast In January”—January 
True Story—features the toaster as 
the No. 1 breakfast appliance. 


HOME SERVICE GROUP 


American Home 


“The Winner!” by Jane McNamara— 
January American Home—the Sea- 
grams Post of the American Legion 
donated a new G-E kitchen-laundry 
which was won by Mrs. Hogg in Mc- 
Donald, Penna. 


Better Homes & Gardens 


“New Kitchen Cabinets,” by Doris 
Adams— January Better Homes— 
means less work, more convenience. 
“Big Enough To Grow In, Small 
Enough to Pay For,” by John Normile 

Better Homes Five-Star Home No. 
2101 includes a compact step-saving, 
U-shape kitchen 


FARM GROUP 
Country Gentleman 


“Why Not A ¢ lothery,” by Elizabeth 
Miller Hanson— February Country 
Gentleman—suggests that homemakers 
plan to set aside a room to contain all 
laundry facilities and sewing appli- 
ances for care of family clothing 


Farm Journal 


“Their Children Will ‘Get Along’,” by 
Virginia Brown—January Farm Jour- 
nal—how one farm family use their 
home as a training ground for their 
children—appliances play an important 
part. 

“But They Didn't Put Off The 
Kitchen,” by Nellie McLoughlin-— 
this farm family started their remodel- 
ling of an old farm with the kitchen 
“Each Year Brings Changes in 
Ranges,” by Rosalie Riglin—what 
you'll find in 1951 ranges. 


Successful Farming 


“Range Improvement Means a New 
(Continued on page 176) 








100 G-E RANGES and 100 G-E mixers were used by 100 of the nation’s best 
cooks recently in the Pillsbury Grand National Bake-Off contest in the Grand 
Ballroom of the Waldorf Astoria, New York City, competing for $135,000 
in prizes and appliances. In addition to a trip to New York and a two-and-a- 
half day stay at the Waldorf, each contestant received a G-E range and 
mixer, and a Cosco table and chair. Divided into senior and junior groups, 
there were 75 women over 20 in the senior division and 25 girls from 12 to 
19 years old in the junior contest. Top winner, Mrs. Peter Wuebel, Redwood 
City, Calif., was awarded a cash prize of $25,000 and a complete G-E kitchen 
including refrigerator, range, dishwasher-sink, Disposall and G-E cabinets. 





Sold only through leading electrical wholesalers 
Write for complete catalog 
NATIONAL STEEL CONSTRUCTION CO. 
500 Myrtle Street 301 Water Street 
Seattle, Washington Logansport, Indiana 


1801 Pasadena Avenue 
Los Angeles, California 
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15 WAYS BETTER 


YORK room air conditioners 


WHO ELSE BUT YORK can give you these 15-Ways-Better fea- pene 
tures that make sales so much easier, satisfaction so much surer ! Yq HP 





+ 2-10-1 Beauty! Decorator-styled cabinets, deco- 
rator-tested colors. 4& 3-10-1 comfort! Output 3 or 
4 directions at once, not 1 or 2. QW DRAFT-FREE cir- 
culation—big Turbo-Impeller, not old prop-type fan. 


WK oO7-Times-clean air—7-piy filters. 4 Quicker 
action with York’s years-ahead Cooling Maze 
Coil. $e quieter! Cooling mechanism sound-cush- 
ioned, cabinet sound-insulated. 4 TRIPLE INSULATION 
—thick acoustic and heat-cold blankets, plus 
moisture seal (not just 1 thin coating). 4@ No prip 
on floors—sweat-free cabinets. 4€ No stain on out- 
side walls—no-drip exhaust. 9 YEAR ROUND air 





cleaning, circulation, plus hot-weather cooling, 
drying. $ pump-out clears stale air, smoke and 
cooking odors in seconds. 9% ONE HUSKY output- 
exhaust motor saves current. OE REFRIGERANT-COOLED 
compressor saves current and trouble! 


KK COMPLETELY HERMETICALLY-SEALED refrigerating system, 
not just compressor. Not -sealed with nuts, 
bolts, gaskets . . . but Flame-Sealed light-bulb- 
tight—leak-tight, air-tight, tamper-proof—so 
trouble-free, it’s backed by... 


WK OTHE YORK FIVE-YEAR WARRANTY! 








GET OUT IN FRONT—BE BACKED BY YORK—the greatest air conditioning organization, with 
the best nationwide service facilities. Top national advertising! All-the-way dealer 
helps. The name that means most in consumer confidence. A few Dealer Franchises 
open—check now with your York Distributor or write York Corporation, York, Pa. 


@e-""" YORK 


Headjuarters fr-Retrigeration and Air Conditioning 


\ 
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MODEL 151— 11, HP 
MODEL 201— 2 HP 


MULTIPLE SPACE AT MINIMUM COST 


York’s ingenious construction makes it 
easy to turn this room conditioner into a 
multiple-space job with a minimum of duct 
work. STEP-MATIC CONTROL wrings 
out humidity on damp, muggy days with- 
out excessive cooling; saves you money by 
turning on only one of the Twin Hermetic- 
ally Sealed Refrigerating Systems whenever 
weather conditions require less cooling. 
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12.5 cu. ft 
Others—8.5, 16 and 20 cu. ft 





BEN-HUR. Holds up to 625 ibs 


| change, 


“We've a supermarket at our finger- 
tips—better food at bargain prices” 
say happy BEN-HUR Freezer owners. 
And the savings in food costs save 


Unique selling tools, the most effective 
in the industry, help BEN-HUR deal- 
ers to easy freezer sales records. Find 
out about this profit-opportunity! 


HEALTHFUL 


the freezer cost in months. 


BEN-HUR MFG. CO, @ Dept. EM — 634 E. Keefe Avenue @ Milwaukee 12, Wisconsin 


LIVING THROUGH FROZEN FOODS 





How to test, repair, and service 
all home electrical appliances 








THEORY 


CONSTRUCTIONS 
TROUBLE- 


SHOOTING 
REMEDIES 


on everything from toast- 
ers to refrigerators 





“ 
~ | 
* Electrica! 


Appliance 
servicins 


wauam © : 


Shows how to service and repair 
electrical appliances such as: 


© heaters 

© broilers and roasters 

© wafflebakers 

® fans and blowers 

© washing machines 

© water pumps, lawn 
mowers, and floor 
woxers 

© food mixers 

® irons and ironers 

® toasters 
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HERE is a complete and practical handbook for all who want 
to cash in on the continually growing and profitable field of 
electrical appliance servicing. It contains all the necessary elec- 
trical and mechanical fundamentals, along with clear instrac 
tions and over 700 illustrations—sectional, exploded, operational, 
and servicing views of equipment—picturing details of electrical 
appliance construction, operation, and servicing. Explains the 
WHY as well as the HOW of electrical devices . . . gives the 
principles, methods, and advanced <echnical know-how you need 
to solve everyday problems . . . includes suggestions on how to 
set up and operate a servicing business of your own. 


ELECTRICAL APPLIANCE 
SERVICING 


By William H. Crouse 


Formerly Director of Field Education. Delco-Remy Division, General Motors Corp 


854 pages, 727 illustrations, $7.50 


This on-the-iob manual begins with basic principles that will help you better 
undersiand hew electrical and mechanical machinery operates. Then, it proceeds 
through home wiring systems, to resistance-heating appliances, motor-driven 
appliances, and refrigeration and air conditioning appliances . . . covering 
construction, eperation, and servicing of each. 


SEE THIS BOOK 10 DAYS FREE 


eee ew we ee ew we ee ee 
McGraw-Hill Book Co., Inc., | 
330 W. 42nd St., New York 18 


Send me Crouse’s ELECTRICAL APPLIANCE SERV- ! 
ICING for 10 days examination on approval. Io 10 | 
days I will remit $7.50, plus few cents for delivery, or 
return book postpaid. (We pay for delivery if you remit 1 
with this coupon; same return privilege.) 


* sewing machines § 
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* vacuum cleaners | 
© clothes dryers l 
* garbage disposers 4 Name .. 
© water heaters | Address 
© coffee makers 

® clocks 

© dishwashers 

® air conditioners 

® etc., etc, 
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Lease on Cooking,” by Jo Mitchell— 
January Successful Farming—this re- 
view of new ranges features includes 
some electric models. 

“Don’t Overlook Chrome Furniture,” 


| by J. E. Scott—illustrates an ironing 


posture table and rollaway table 
among other items 
“Dream Came True—Aiter 30 Years,” 
by Mrs. J. M. Whitlock—how this 
Virginia farm wife finally had her 
kitchen remodelled 


GROCERY CHAIN GROUP 
Family Circle 


“Mrs. Taggart Has Her Fiith Non- 
Automatic Clothes Washer,” by Jessie 
Bakker—lJanuary Family this 
Buffalo mother of eight prefers non- 
automatics 

“Subject to Change,” by Gladys Miller 
—even the newest home is subject to 
including the kitchen and 


Ly le 


laundry. 
“Blend "Em Hot When It’s Cold’--a 
blender has many uses in winter too 


HOME ECONOMICS GROUP 


Forecast 


“Broiler Meals,” by Beatrice Mabry— 
January Forecast—a method of cook- 
ery too often neglected. 


Pfaltz Leaves NAED 
To Enter Publicity Field 


Albert Pfaltz has resigned as pub- 
lic relations manager of the Na- 
tional Association of Electrical Dis- 
tributors to engage in planning, 
writing and production in the pub- 
lic relations and promotion fields 
according to an announcement by 
Charles G. Pyle, executive director 
of the Association. 





Your Aching Back 


You've got one—or your employees 
have—if you're still using muscle 
to wrestle heavy appliances in and 
out of your store, up and down 
stairs, on and off trucks. And 
you've probably got headaches, 
too, in the form of injuries to 
workers, damage to merchandise 
and repair jobs for customer's 
homes. 

Modern moving and protective 
equipment would probably save 
you many times its cost—if you 
had it. What you need and what 
it will do for you is all outlined in 
the March issue of ELECTRICAL 
MERCHANDISING. 


Saving the Dealer’s Back 


—may mean yours! 
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20” Electrically Reversible 


16” Breeze-About deluxe 


14” Breeze-About standard 


5 20” Cadette } 


MEIER E 


a 





You can sell Meier fans with confidence. 
Meier has pioneered the modern design 
in today's window fans . . . equipped 
with Nu-Aix “offset” Quiet propellers, 
original with Meier; and the new, orig- 
inal “Rubberide” which provides non- 
metallic contact between blade and 
motor. Meier fans offer Smart Styling « 
New Silence * Unexcelled Performance 
¢ Priced to Sell « Customer Satisfac- 
tion. Sell Meier Summer Comfort! 

Ask your jobber or write direct 

for information on the Meier 

COMPLETE line. 


> 
throughout the world 


LECTRIC & MACHINE CO., INC 
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ORDER BY MAIL AND SAVE! 
Eliminates Damages 
and Costly Claims 
NEW HAVEN QUILT & PAD CO. 


PADDED APPLIANCE 
COVERS 


REFRIGERATOR 
COVER $1 5.50 


Cari harness 
extra, aterproof, 
padded. Adjustable 
to fit 4 to 10 cu. ft. 
boxes. Wra 

around completely. 


WASHING MACHINE 
COVER 


$10.00 


Gives complete protec- 
tion. Padded, water- 
proof. Height 49", di- 
ameter 31” 


Covers for Automatic 
Washers. . .Only $8 ea. 


GAS AND RANGE 
COVER 


$13.50 


Easy to slip on 
and to remove. 
Fits over back 


LLL 





HOME PROTECTION 


“fiepavarp 


A BIG VOLUME, FAST MOVING 
PROFITABLE SPECIALTY! 


Guards against fires caused by dam- | 
aged electrical cords. Holds fuse | 
small enough to give fire-safety pro- | 
tection. Shuts off danger point from | 


main line — automatically. Fits any 


standard wall outlet. Saves time | 
and inconvenience — locates dam- 


aged cord immediately and makes 


it possible to change fuse in lighted 
room. 


FIREGUARD opens new 
markets . . . every wired 
home is a prospect, and al- 
most every office and store. 
CONTACT YOUR JOBBER 
Contact your Jobber to- 
day. Write us for detailed 
information .. . giving us 
your Jobber’s name. 


rs H. SMITH MFG. co. 


3628 SOUTH BLAKE ST.+ CHICAGO 9 


CORD SETS 


by 


“The Home of Good Cord Sets” 


ORDER TODAY and see why 
“Columbia” is the leader. Our 
Cord Assemblies are made of the 
finest U/L Approved Cord and 
Plugs. 





@ Televis- ° 
ion +} 
®@ Refriger- * 
ators 
®@ Portable 
Tools 
© Electri- 
cal Appli- 
ances 
Hookup Wire 
We stock Anaconda U/L appliance 


hookup wire from 22 to 16 Ga. in 10 
colors. 





We specialize in wire harnesses, cords 
and cables for all electronic applica- 
tions. 


Don't Delay—Order Today! 








COLUMBIA WIRE & SUPPLY CC 


—_— Irving Park Rd., Chicago 18, Ill. 

















Does all types 
of sewing . . . including 
ZIG ZAGGING and 
BUTTON HOLLING, 
Darning, Mending, Mon- 
ogramming, Double Lock 
Stitching, Reverse and 
Forward Binding, Em- 
broidery, Hemming, 
Tucking, Pleating, Ruf- 
fling, Quilting, Shirring, 
Hand Rolling with sim- 
ple slip-on attachments. 
18 Models to show, tell 
and sell... from a 
featherweight portable 
shown to a double desk, 
Write us for the name 
of your local distributor. 
He'll tell all! 


State 


Sewing Machine Corp. 
11 W, 42 St. Dept, EM-2 
N. Y. 18 — PE 6-717 








CRAWLS 


On Roller Bearings 


Op and Down Steps... Over Obstructions. .. 
Rolls Smoothly Over Fiat Surfaces 


HAND TRUCKS 
@ Patented Roller 
Bearing Crawler 
Tread 
@ Sturdy Construc- 
-- Aluminum, 
Steel or Wood 
@ Safety Straps 
@ Patented Strap 
Tightner 











Mode! S-2-S-T 





Never have you or your men experienced 
such complete utility with comfort as that 
offered by the Escort hand truck. No lifting 

.no fatigue. Carries a full load safely up 
and down steps, over obstructions. This 
truck simply crawls over on roller bearings. 


Write for Catalog. 


AUGUSTA GEORGIA 


SEE NO EVIL 


Ih is evil to 
gloat upon man’s errors. But 
only a monkey blinds his 
eyes to the evils man suffers. 





We must open our eyes to 
the facts of cancer in order 
to defend ourselves against 
this dreaded scourge. For hu- 
manity's sake — and our own 
preservation — we must sup- 
port the crusade against this 
mortal enemy of man. 


GIVE TO 
CONQUER CANCER 


AMERICAN 
CANCER 
SOCIETY 

ee 
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CUT delivery time, SAVE 
unnecessary damage and work 
with the YEATS APPLIANCE DOLLY 


Second story delivery problems are ended when you use the dolly 
with the caterpillar STEP -GLIDE. This unique feature 
eases the largest appliances over stair edges without 
any marring. Aluminum alloy frame, 56” tall, has 
smooth runners on back for easy off-on truck loading, curved cross 
members in front for round appliances and is padded with felt. 14° 
web strap fastens appliances tight with the patented (30 second 


action) strap ratchet—a Yeats exclusive. 


Yeats Appliance Dolly Sales Co. 


Write for full infor- 


2124 N. 12th St 


MILWAUKEE 5, WIS. 








ARMATURES REWOUND 


AS LOW AS 


$235 


Price tists on yy = vacuum 
cleaners parts sent on 


FRACTIONAL HORSE-POWER 
ARMATURES REWOUND 


For: Vacuum cleaners, electric teste, 

* business machines, polishers. 

sanders, grinders, and all small 
appliances. 


For: Experienced wutmentite and 
prompt service, try ‘‘Penn’s’’ 
Guaranteed armatures. 


ARMATURE DIVISION 
PENN APPLIANCE DISTRIBUTORS, INC. sas S. See 


D ST. 
HARRISBURG, PA. 











505 Dogwood 


THE NEW KEEN MODEL SR 


All-Purpose Home Delivery Adjustable 
Magnesium Appliance Truck. Appli- 
ances can be moved horizontally, diag- 
onally and vertically and also has a spe- 
cial feature of 4 3” swivel caster which 
permits the truck to also be moved side- 
woys. This is advantageous in basement 
wells. Photograph shows a man with oa 
perfect hand-hold lifting deep-freeze onto 
delivery truck. 


Write for your catalog to 


KEEN MFG. CO. 


Harlingen, Texas 


Modern Appliance Displays | 
Need a MOTION! 


10-Sho 


The Action SY 
To Boost 
Your Sales! 

CLectm SO 
THE OLDEST NAME in turntables assures 
you profitable, trouble-free operation. 
Used by merchants nationwide for unusual 
action displays. Model 712 ROTO-SHO 
illustrated, revolve 3 times a minute, per- 
mits novel, self-contained lighting effects 
as well as operation of electrical devices. 
Table 18 diameter. A.C. only. Sturdy 
steel construction. Guaranteed. Write to- 
day for complete turntable catalog in- 
cluding build-up fixtures! 


© Carries up 
to 200 Ibs 


®@ Lights turr 
with table 


GENERAL DIE AND STAs co. 
Integrity Since 1919 
Dept. 66, 267 Mott St., New York 12, N. Y. 














FREE °.:°7" FREE 


Washing Machine é ava ka Cleaner Parts. 
Save money by ordering all your 
from one dependable source. 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago 47, tilinols 





»Y 








MEND - IT - SLEEVE 


truck 
Sy tion wire, and os similar uses. 
a —<) in 5 st 


Write for Catalog 


MEND-IT SLEEVE “co: 





- 5 
Insert broken ends 
into sleeve. Crimp 
tight with plyers. 


Sos so eget nit ap 


—- { 
DEEP FREEZE vane Al ae 
CONDI 

TADIO. ° TELEVISION & 
SETS 


SELF-LIFTING PIANO TRUCK CO. 
FINDLAY. OHIO 


WESTWARD 


WASHING MACHINE C0. 


Manufacturers of Parts 


St Aubin 
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136 Bonita Av., Piedmont .. , 











IN 30 MINUTES . 


va get ONE Years’ experience in —~ APi ie 

ANCE handl our safety appro iT 4 
w he mit cost to al ! ous users ‘Wr 

nate cost ! Send for Fe 


CU PLIANCE HANDLING made easy.” 
Neal Products Marlboro 31, Mass. 








This MERCHANDISING 
SUPPLEMENT Section 


is an adjunct to other advertising in 
this issue with these additional announce- 
ments of products and services of special 
interest in the sale and servicing of 
electrical appliances and in other mer- 
chandising opportunities. 


Electrical Merchandising 











} appliance repair 
| Box 135, New Roc ~helle, N. Y., for resume. 


SPECIAL SERVICE 


WA N TE: D — FIELD Service assignments 


Electrical and for Mechanical Ps gad 
vin 


oper ating in Westchester County, 


nh years experience in major “and traffic 
Address details to P. O. 











SEWING MACHINES 
DISTRIBUTORS WANTED 
All territories east of Mississippi open. 

Lowest priced proven machine. 
Firm price and supply guaranteed 


RW-8705, Electrical Merchandising 
330 W. 42 St., New York 18, N. Y. 
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inute! That’s going a little too far. Maybe we 
strial miracles in this America of ours, 
gotten around to putting up skyscrapers in 
lay —not yet anyhow. But we're doing things 
aculous as that. 


, radios, television sets, washing machines and so 
wonderful things are pouring off our production 
thousands — daily. 


ore in the history of the world have so many 
ing, time-saving, miracle-working devices been 
the comfort and convenience of any people. 


we do it? Easy! 


it simply by a unique combination of qualities that make 
ation the most productive of any country 
rth. We do it with a system built on our solid faith 
belief in the dignity of the individual. 


haven’t reached a state of perfection yet. We probably 
ver shall. But we've been getting better and better and 
tter all the time. While we've been making all of these 
onderful things, we’ve been working progressively shorter 
ours, earning more money, living better and decreasing the 
cost of production so that prices can go down. 








Our American system is the best, the most thrilling, ever devised. 
With even better teamwork, the future is unlimited. If you want 
to help make that future, join with The Advertising Council 

in explaining the American economic system to your employees. 


Order copies of the booklet “The Miracle of America” which 
explains clearly and simply how a still better living can be had 
for all if we all work together. See that each of your 

employees receives one of these copies. 











Let’s show the world what Americans 
can do when they really ¢ry. 


WANT TO HELP? 
MAIL THIS 


The Advertising Council, Inc. Dept. B 

25 West 45th St., New York 19, N. Y. 
Please send me prices on ___§§_§___ copies of “The Miracle of 
America", so that each of my employees may receive one. 


Name 





THE ADVERTISING COUNCIL, INC. 


profit or ion rep ing all phases of adver- Cc y 
tising dedicated to the use of advertising in public service. 7 


25 West 45th St., New York 19, N. Y. Anite 
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Market Barometer 


HE great January Winter Markets in Chicago 

have come and gone. Traditionally, this has 
been the time when buyers from all over the country 
have flocked to these busy marts to look over the new 
products offered and, by the extent of activity, gauge 
the prospects for the year ahead. The markets have, 
in effect, been something like a barometer of condi- 
tions in the industry. This year, if we may pursue 
the metaphor, the barometer might be said to be fall- 
ing. 

It is true that about the same number of buyers 
attended as in 1950, six months before the Korean 
adventure began. At that time, activity was at an 
all-time high. The appliance and radio industries 
were about to embark on the biggest year in their 
histories. Factories were in full production, the 
public was buying and competition was back again 
at its old pre-war intensity. The trade had overcome 
its 1949 backsliding into depression jitters and was 
roaring along with the throttle wide open. The 1950 
markets reflected the psychology of the times. Op- 
timism and enthusiasm permeated the throngs at the 
exhibits, buying went on with a high note of confi- 
dence and, in later hours, hotel rooms rocked with 
inerriment. God was in his chrome-plated heaven 
and all was right with the world. 


_——. year a soberer note prevailed. The crowds 
gathered, but they were filled with a watchful 
quiet. Conventions were held, new lines unveiled and, 
on the surface, the trade greeted the various offer- 
ings with their customary enthusiasm and approval. 
Certainly, in the quantity and quality of goods shown 
there could be little left to be desired. The great 
markets bulged with every variety of consumer prod- 
ucts. If the shadow of war had fallen, there was 
little evidence of it in the physical volume of goods 
displayed. Rather, it lay darkly across the conscious- 
ness of exhibitors and buyers alike. It was the for- 
bidden subject, the untalked-of topic that perversely 
and triumphantly dominated men’s minds and con- 
versation. 

Yet there was general agreement that business 
was good. There had been some falling off in the 
last quarter of 1950, but Christmas buying had been 
brisk and January had shown no sharp declines. The 


consensus of opinion was that the first quarter of 
1950 would result in a volume of business only 15 to 
20 percent lower than the same veriod in 1950. Be- 
yond that first quarter it was anybody’s guess. The 
clammy hand of cutbacks had already made them- 
selves felt in manufacturing quarters; new limita- 
tion orders were forthcoming every week ; allocations 
were again being applied to control inequities in the 
distribution of goods and the ever-present threat of 
end-product elimination orders contributed to the in- 
dustry’s uneasiness. 


N the other hand, there were many who held the 

view that despite cutbacks ranging up to a pos- 
sible 50 percent from the 1950 levels, the indus- 
try would still be faced with a vigorous selling job 
to dispose of the available merchandise. In fact, 
many of the individual manufacturers’ conventions 
stressed this viewpoint to their distributors and deal- 
ers. The reasons they gave were familiar: higher 
prices, lower incomes because of higher income taxes, 
stiff credit regulations and a constantly accelerating 
dislocation of manpower. Fewer goods to sell, but 
fewer customers to buy them. Many of these manu- 
facturers took the view that we may conceivably 
produce a larger quantity of goods than we antici- 
pate and that the trade may, all too easily, slip back 
into the sellers’ market complacency. There is some 
evidence, in fact, that shortages in some areas have 
already brought back that offensive type of negative 
selling so dear to the heart of some sales people. 
Perhaps it is too much to hope that the lessons of the 
all-too recent “post-war” period might be remem- 
bered. Customers have long memories for shoddy 
treatment. Rather, we might recognize that we are 
facing a long pull and the better we serve our cus- 
tomers, whether merchandise is available or not, the 
better we will survive and prosper in the brighter 
days to come. 


Qurtice Are, -, 


EDITOR 





The wringer that can out-talk a woman 
(...and knows when to stop!) 





ap 


THE ONLY THING 
1 LIKE ABOUT oes IS THAT A PRIVATE 
WASHDAY IS vas ARGUMENT... OR CAN 
GETTING IT DONE TEMS A WRINGER SQUEEZE 
... SALES TALK ba : ; A WORD IN HERE? 
BORES ME... BLAH st 
BLAH...BLAH... 


Rc 




















et 


‘ THAT'S ALL VERY NOT WITH | 
YOU WANT A A a Lt SAY I'M 


. FINE, BUT IT’S STILL THE LOVELLE 
FAST WASH? ¢ You SAFE? SAFE! JUST PULL 


THE WOMAN WHO b — 
JUST PUSH ) AND | STOP! :. i. i 


DOES THE WORK 
AND | 
SWING! 


























DON’T TRY TO HIGH- 


F sesks aie FIRST, IT’S A STAR ES 
PRESSURE ME! 


GUESS WE KNOW HOW” 
AND SECOND, LOOK BELOW AT HOW IT’S BUILT! 


TO PUT ON THE 


——_ ; : RIGHT PRESSURE! 
4 ! 


( GET CLOTHES *- ™ 
CLEANER WITH \* HAT’S TELLING 
PRESSURE aun ‘2 fe) HER A 
MA(CLEANSING ACTIONY ‘over. “WoyouT ¢ ag 
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HOW LOVELL WRINGERS ARE BUILT NOTE TO WASHER SALESMEN: When a wringer has as 


much to talk about as the new Lovell 77, why shouldn’t it speak 
TO WORK BETTER, LAST LONGER up! But don’t count on the wringer to sell itself. Team up 


your salesmanship with the Lovell 77’s great performance 
and construction story, its exclusive Push-Pull Control. 


POWER ELECTRIC ROLLS with three laminations of rubber give You and Lovell make a profitable pair! 
right cleansing pressure. 


HARDWOOD BEARINGS never need oiling, won't stain wash. “fy PRESSU Re CLEAN SI NG 
: 3 

SINGLE-LEAF SPRING gives balanced pressure. q Al 

att-steet H-type frame prevents twisting or breaking, oe WRI NG ERS 


WRINGER-TYPE WASHERS ARE YOUR BREAR AND BUTTER, THE BEST ARE LOVELL EQUIPIED cathy LOVELL MFG. CO. e ERIE, PA. 
veace Wf mane also makers of Lovell Drying Units 


“GUARDED TOP” CONSTRUCTION gives housewives added protection. 


























Star performer in a family of stars for 1951! 


GAIN THIS YEAR, Kelvinator has developed for its retailers a great 
A new refrigerator line, topped by a star performer . . . the Twin 
Control refrigerator-freezer combination! It’s a star performer in what 
it means for the user . . . and it’s a star performer in what it can do for 
the retailer! 

For the user, this Twin Control Kelvinator means a control and 
flexibility in foodkeeping never possible before. That’s because it’s a 
refrigerator-freezer combination with separate controls for its two com- 
partments... one control to give the user faster zero-cold temperatures 
in the big freezer chest, the oles to give control of both cold and mois- 
ture for Gnest foodkeeping in the re drigerator compartment. And once 
the right cold and moisture are dialed, no defrosting of this fresh-food 
compartment is required. Kelvinator’s new Humidiplate defrosts quickly, 
automatically . . . yet maintains the cold and moisture as dialed! 


For the dealer, this Twin Control Kelvinator means another great 
new opportunity like that opened to him when Kelvinator introduced 


TUNE IN! Kelvinator’s new television show, 
“Star of the Family,’’ starring Morton Downey. 
See your local paper for day, time and station. 


KELVINATOR, Diviston OF 


NASH-KELVINATOR 


cold-clear-to-the-floor. It enables him to meet squarely the demand of 
the increasing proportion of refrigerator buyers who want the finest in 
foodkeeping performance . . . who want the refrigerator that’s best for 
the years ahead. So it gives him a clincher for a higher percentage of 
those more profitable top-of-the-line sales! 

Here, indeed, is a real star performer in Kelvinator’s family of stars 
for Kelvinator dealers in 1951. And here again is timely, practical fulfill- 
ment of that pledge in the Kelvinator Franchise, which states: 

“The history of Kelvinator products is a history of engineering achieve- 
ment...a challenging record of important ‘firsts.’ Thus, the most advanced 
thinking will be found in products that bear the Kelvinator name. When 
Kelvinator heralds a new line, the unusual may rightly be anticipated . . . 
revelations in styling . . . advanced utility . . . new steps ahead in efficiency, 
economy and carefree performance . . . brilliant features with strong con- 
sumer appeal and practical usefulness in the home. These characteristics 
will ever identify the products of Kelvinator!” 


oclsanatov 
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